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for the prestige line of hand tools...it’s GREAT NECK 
... where emphasis is placed on quality for repeat sales 


O.. a few of the more than 


300 items manufactured by Great 


Neck can be represented here. 
GREAT NECK TOOLS REACH 
THEM ALL: whether it’s the expe. 
rienced mechanic, the discriminat- 
ing homeowner, gardener, there’s 
a Great Neck tool ready for sales 

. Inquire about Great Neck’s 
long and short handle garden 
tools, pruning shears, etc. ... See 
your wholesaler today. 


ONE PIECE HAMMER 
Curved or straight claw. Forged- 
steel, air cushioned handle, mirror- 
polished head. 








NO. 125 BUTCHER BOY 
HACKSAW FRAME 

Nickel-plated frame and full grip, 
non-toxic plastic handle. Adjustable 
for 8”, 10”, 12” biades. 


NC-11 NAILCLAW-CROWBAR 
One piece Forged-stee! with rubber 
grip handle. Use as a wedge, crow- 
bar, nailpuller. 11” size for use in 
tight places. 


AA-72 
ALL-AMERICAN 
DISPLAY 


Six each 

of 12 basic a_i 
tools. Display omaneall sii 
low 99¢ retail for any tool. 


A-2 SPORTSMAN AXE 
With genuine leather sheath. Per- 
fectly balanced, air-cushioned 
handle, one piece Forged-steel. 


NASSAU HANDSAW 
A full four gauge saw, 26” in length. 
True taper ground. Complete line of 
hand and panel saws available. 





SQUARE TRY-MITRE 

. for volume sales. Handle | 
precision cast and machin- 
ed. Highly plated blade 8” x | 
1-5/8” with hole for hanging. 
Graduated in 1/8” and 1/16” 
both sides of blade. Level in handle. 


CV-6 

SCREWDRIVER 

SET 7 

Set holds six 

chrome vanadium 
™ screwdrivers with 
|, unbreakable plas- 

tic handles. 


G-4 SMOOTH PLANE 
Available in 8” and 9” for coarse to 
fine work. Complete line of planes 
available. 


P-3 

COMPASS SAW 

High carbon spring steel biade with 
full grip unbreakable plastic handle. 
Three lengths 10”, 12”, 14”. 





HS-100 ASSORTMENT 
100 standard tungsten alloy tool 
steel flexible hack saw blades. 18 
to 32 point in 10” and 12” lengths. 





CP9-COPING SAW FRAME 
With two-tone plastic handle and 
three extra blades—coarse, medium, 
fine. Rustproof plated finish. Ad- 
justs to 6” and 6-1/2” blades. 


“Engineered quality tools since 1919” 


NEAT NEC 





NO. CS-12 COMBINATION 
SQUARE 
With level and scriber. Accurately 
graduated in 1/8”, 1/16” and 1/32”. 
Can be used as try square, mitre 
square, depth or marking gauge, or 
as a bevel. 





NO. PT-5 GOOD EARTH® PLASTIC 
HANDLE, FIVE PIECE GARDEN SET 
Consists of trowel, transplanter, 
fork, weeder and cultivator. 


Sold through wholesalers 


SAW MANUFACTURERS, INC. 


; wo. Het ay 
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BUCK BROS., Millbury, Mass—a subsidiary of GREAT NECK 





Cool Weather Makes Hot Prospects for 
J-M Dutch Brand Rub’ R-Shim Weatherstrip 


Stock up now because cool winds will blow hot Rub’ R-Shim prospects your 
way. Dutch Brand Rub’ R-Shim sponge rubber weatherstrip seals in heat, 
reduces vibration noise, cuts the cost of fuel down to the bare minimum. 
Easily applied with fingertip pressure, it sticks instantly on smooth or uneven 
surfaces, always looks like a professional job. Because it keeps heat cost 
down, you can tell customers they make money with Rub’ R-Shim! 


Order now and get up a display—a small assortment is available packed ina 
colorful display carton, combining the most popular and fast-moving sizes in 
10-foot rolls. Or talk to your DB man about the wide range of sizes in 10-ft. and 
50-ft. rolls. Remember—dropping temperatures mean rising sales volume. 


JOHNS-MANVILLE DUTCH BRAND DIVISION 


7800 South Woodlawn Avenue, Chicago 179, Illinois 
in Canada—Johns-Manville Co., Ltd., Port Credit, Ontario. 


JM Jouns-MANVILLE 
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4 DISPL AY DEALER BONUSES 
? DISSTON... 
® SELL 
DISSTON 


BUILD IMPULSE-SALES VOLUME 
WITH DISSTON 
SELF-SERVICE MERCHANDISERS 


NEW GARDEN TOOLS—styled by Raymond Loewy 
Assoc. Pegboard display, 14” x 26” x 42”. NRHA— 
chosen, 20 units retail for $70.17. Dealer price, 
$46.68. Margin, $23.49. 

BONUS—Display valued at $12.00 free with tool 
order. Display includes 200 copies of advertised 
Disston Pruning Guide, priced to sell at 25 cents. 
And through April and May, the services of a Disston 
Representative to help you organize and set up a 
garden tool sales center. All Free. 


CIRCULAR SAW BLADES —Twenty-two Disston 
Diss-Chrome blades for 60 power saw models. In- 
cludes cut off, rip, planer and combination blades. 
Retail value, $79.42 (includes bonus saw). Dealer 
price, $48.68. Margin, $30.74 

BONUS— New Disston 64%” PLYWOOD Blade, re- 
tailing for $6.40. Free with twenty-two blade order. 
Free display, 14” x 10” x 11” for wall or counter. 
“accu-rule” RULES AND TAPES—Finest economy 
line of rules and tapes with many professional fea- 
tures. Individual merchandising packages. Display 
is 8%” x 7” x 18”, contains 22 tapes. Retail price, 
$45.20 (includes bonus tape). Dealer price, $26.80. 
Margin, $18.40. 

BONUS—Display and one #550 Disston Tape re- 
tailing for $5.00, free with above tape order. 

HACK SAW BLADES — Assortment of Disston Super 
Safe and Duraflex blades in 6 sizes, total of 80 
blades. Pegboard display, 16” x 6” x 4%”. Retail 
price of blades, $28.10 (includes bonus frames). 
Dealer price, $17.38. Margin, $10.72. 
BONUS—Display board and two Disston 4328 Hack 
Saw Frames, free. Frames retail at $1.00 each. 


DISSTON HANDSAW MERCHANDISER — Holds 


America’s most popular, quality saws! Revolving 
display is 41” x 19”. Dealer price, $17.85. (Ask about 
recommended saw assortment to fill display). 
BONUS—Two saws, retail value $14.50. 












































Order now, through your jobber or write for complete information. Disston Division, H. K. Porter Company, Inc., Philadelphia 35, Pa. 





PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION; Electrical Equipment—DELTA-STAR ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION, 

PEERLESS ELECTRIC DIVISION; Specialty Alloys—RIVERSIDE-ALLOY METAL DIVISION; Refractories—REFRACTORIES DIVISION; Electric Furnace Steel—CONNORS STEEL DIVISION. 

VULCAN-KIDD STEEL DIVISION: Fabricated Products—DISSTON DIVISION, FORGE AND FITTINGS DIVISION, LESCHEN WIRE ROPE DIVISION, MOULDINGS DIVISION, H. K. PORTER 
COMPANY de MEXICO, S. A.; and in Canada, Refractories, “Disston” Tools, “Federal” Wires and Cables, “Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD. 


Want more facts? Circle 101, p. 145 
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"Bait Your Line with 
SIMMONDS 


SAWS and FILES 


and See the 
Action You Get! 





“CRESCENT GROUND” CROSS-CUT SAWS 
“RED TANG” FILES 


Wheh you’re “casting”’ for customers, 

it pays to offer them quality products 

they know — quality products you 

know will give complete satisfaction! With SIMONDs new 

Chrome-Plated Si-Clone Saws, the Simonds line is more 

profitable than ever for jobbers and retailers to handle 

and sell. Spring, summer, fall, winter — there’s no 

“season” to limit the sales of popular Simonds “Red 

Tang” Files, ‘‘ Red End” Hack Saw Blades, Saw Bits and 

Shanks and Cross-Cut Saws. “‘Bait” your line the year 
around for profitable, volume business with Smmonps! 


Factory Branches in Boston, Chicago, Shreveport, La. r | 
ae SIMONDS 


.. FITCHBURG, MA 


> > “ 
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Make big profits from small chain by offering cus- 
tomers a selection of sparkling small chain from the 
new Acco Counter-Pak Chain Assortment.The No. 45 
Counter-Pak Assortment features four 100-foot reels 
of the most popular chain types—double jack chain, 
steel sash chain, solid brass safety chain and welded 
link chain. Assortment costs you just $23.12 from 
your distributor. But sold at suggested retail prices, 
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WITH 
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CHAIN 


MADE iN U.S.A 
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SAFE 
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r-Pak Chain Assortment 


it nets you a king-size $35.88 profit. e Designed to 
promote fast turn-over, the No. 45 carton opens into 
a compact, self-display unit to put chain reels in full 
view where they do the most good—on the counter! 
Bright red and white carton takes up only a mini- 
mum amount of counter space. Types of chain and 
a place for suggested retail prices are printed on the 
side of the carton. 
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SASH CHAIN 


For double hung windows and 
many other uses where flat 
chain is needed. Runs smooth- 
ly over pulleys. In cold rolled 
steel or solid bronze. 


SAFETY PLUMBERS’ 
CHAIN — A light flat chain 
in brass or steel. Four sizes— 
2/0 to 2. In 50-ft. (cartons) 
or 500-ft. (reels). 


JACK CHAIN 


A light weldless chain with 
wide use where strength is not 
a factor. In brass or steel. 50 
ft. cartons or 500 ft. reels. 


WELDED LINK CHAIN 
No. 14 welded link chain comes 
in the Counter-Pak Assortment 
or can be bought separately. 
100 feet on a reel. Extra bright 
zinc finish. 





ELWEL MACHINE 


CHAIN — Twist link electric 
welded chain. Also in straight 
link. Extra bright zinc and hot 
galvanized finish. No. 5 to 7/0 
sizes. 50 and 100 ft. cartons. 


PROOF COIL 
For a host of regular uses ex- 
cept lifting. Open hearth basic 
steel—self colored. Hot gal- 
vanized finish. 


HANDY CHAIN 


As its name implies, a chain 
of countless uses. Elwel 
Handy chain is 66-in. long— 
Las snap on one end, ring on 
the other. 


DOG CHAIN 


ACCO makes a 
variety of dog 
chain both in 
welded and weld- 
less styles. Ask 
your distributor 
for information. 





TENSO cow TIES 


In a varied range of styles and 
sizes. Bright finish. 





TENSO PORCH CHAINS 


Set consists of two Y-type 
chains, two ceiling hooks. 2/0 
leader with 1/0 branches. 





For joining large sizes of 
chain. Use one size heavier 
than chain size. 3/16 to 1 in. 








COTTER PINS 
Made from cold drawn half- 


round steel wire. One end ex- 
tended for easy spreading. 
Wide selection of sizes. 





ORDER FROM YOUR 
DISTRIBUTOR 
Contact your American 


AMERICAN CHAIN 


Chain distributor for com- 
plete information about 
these items or write York, § 
Pa., office for free e 
Catalogs DH-176B and DH-134 


American Chain Division * American Chain & Cable Company, Inc. 


Bridgeport, Conn. * Factories: *York and *Braddock, Pa. 
Sales Offices: *Atianta, Boston, *Chicago, *Denver, Detroit, *Houston 


*Los Angeles, New York, Philadelphia, Pittsburgh, *Portiand, Ore., *San Francisco 
*Indicates Warehouse Stocks 


Want more facts? Circle 103, p. 145 
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Editorial 


by W. A. Phair 


Not volume alone... 


A reading of a day’s newspaper makes me sometimes wonder if 
we are not making a fetish out of bigness. When you talk with folks 
in the trade, you often get the feeling that there is an unspoken be- 
lief that bigness .. . is the answer to success. 


Yet, when you review business history you quickly realize that 
bigness in itself is not the key to the profitability of a business. It 
may be that our interest in bigness is a state of mind which future 
historians will note as a characteristic of this period of history. 


There are times when an increase in volume can contribute to bet- 
ter profits. But it is not a cut and tried proposition. The confusing 
labyrinth of tax laws, volume discounts, overhead burdens, unit costs, 
etc., that influence the ultimate effect of volume, do not work out 
the same way in every case. 


Sometimes I wonder if perhaps some dealers are not confusing the 
words “profit” and “volume.” These words are often used synony- 
mously, but they do not have the same meaning. 


Volume in itself is not a guarantee of profitability. Several big 


discounters who have gone out of businesss have demonstrated this 
fact. 


There is no question but there are times when additional volume 
can help improve profits. But there are also times when increased 
volume can mean increased losses. The reason for bringing this sub- 
ject up for discussion is the growing feeling I have that some dealers 
may be spending too much time trying to increase volume, and not 
enough time trying to increase the profitability of the present volume. 


The economies of bigger volume can prove to be will-o-the-wisps. 
You have to pay for increased volume one way or another. If you 


start with a marginal operation, more volume will not guarantee a 
profit. 


You must first start with a good foundation; you must first have 
a profitable operation. Then, when you add volume, you have a chance 
to improve your profits. 


Have you done everything possible to give you a good, firm founda- 
tion? Perhaps a little more time spent tightening up your present 
operation will give you better results than the same time spent trying 
to increase sales volume. 


A day seems like a short time to do all the things we would like 
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Editorial 


continued 


to do, but it is all the time we have. It is important that we spend 
this time well. 


Why not sit back for a moment and take a look at how you are 
spending your time. Are you looking only toward the goal of a bigger 
business? Or are you spending some time on improving what you 
already have? 


Since none of us is perfect, it is quite likely that there are many 
steps that could be taken to improve present operations. [ think 
you'll agree that it is better to be a small business, but a profitable 
one, rather than a giant without profits. 


Is it an excuse... 


Have you ever asked a group of manufacturers for their opinion 
of a dealer show? I mean a wholesaler’s show, or a state show, or 
one of the big national exhibits. 


Try this some time and observe the great variety of reactions you 
will get. Some will tell you it was a darn good show. Others will 
insist it was the biggest flop they ever attended. Why is there such 
a variation in opinions? I think that when you analyze the problem, 
you’ll find that men usually find in a show, or in any selling activity, 
exactly what they expected to find. 


If a salesman goes to a show convinced that it will be a waste of 
time, it is quite likely to be exactly that. On the other hand, if he 
looks at it as an opportunity to do some selling, he will most likely 
find the chance. 


The attitude of a salesman has a great influence on his success. 
A dealer, or any customer for that matter, can quickly sense the 
interest, or lack of it, in a salesman. A sale is seldom made when in- 
terest is lacking. 


There are, of course, other facts that influence a sale. But the atti- 
tude of the salesman is, in my humble opinion, the most important 
single factor. 


This is equally true in selling in a retail store. If a dealer starts 
the day by assuming it is going to be a bad day, his customers will 
quickly sense this attitude and will help prove him right. But this 
is not the way to make money. 


The next time you find yourself being critical of a show, or a day’s 
experience in the store, why not check your attitude? Did you really 
try to sell, with enthusiasm? Or are you trying to establish an excuse 
for not selling? 


8 « HARDWARE AGE, April 7, 1960 





MOOKS A tres Bea 
SA Niisiciv won git 


Oe Or. COE 


secs Bt 


Inventory is faster, more accurate 


with Mdlundl of, Shilling ad 


Busy dealers agree that National’s new 
Decimal Packaging simplifies their job at 
inventory time. Every “National of 
Sterling” item is packaged in units or 
multiples of ten, instead of a hard-to- 
figure dozen, % dozen, % dozen, etc. 
National’s unit pricing system makes ma- 
chine figuring a snap! 

It all adds up to easier, more accurate 
inventory when you handle the line that’s 
packaged for today’s busy retailer— 
‘National of Sterling.’ Write for Free 


catalog. 
oe . 


*Solid Zuality “Vhnoughout 
« NATIONAL MANUFACTURING CO. 


30004 First Ave., Sterling, lilinols 


Want more facts? Circle 104, p. 145 
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SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Legislation is urged to spell out 


service charges on consumer credit 


The cost of credit to consumers is being 
probed at Washington. Legislators feel that 
some consumers have been victimized because 
they don’t understand or don’t examine credit 
contract terms. 


Sen. Paul Douglas (D., Ill.) is proposing legis- 
lation that would require merchants to spell out 
interest and finance charges on consumer loans 
and purchases. 


“Our objective is to strip the disguises that 
hide, or distort, the true price of credit,” Sena- 
tor Douglas says. Consumers have cited cases 
where they have paid more than 100 percent 
interest on credit accounts. 


The government feels that such usury is wide- 
spread, although many states have laws that 
protect uninformed buyers from racketeers. 


outlook 


Hardware dealers who offer credit on conven- 
tional finance terms or normal monthly service 
charges have nothing to fear from credit-control 
legislation. It would be wise for dealers to be 
certain that terms concerning interest on ac- 
counts be stated in boldface type on credit 
contracts. 


Farm legislation battle looms as 
economists predict dip in income 


Farm income is under government scrutiny. 

Federal farm economists foresee a dip of 4.5 
percent in net farm income this year. Vote- 
seekers will try to find ways to improve the 
situation. 


The House Agricultural Subcommittee was 
told that the 1960 net income figure will fall a 
little short of the 1959 $10.9 billion figure. The 
1959 total is close to 16 percent less than the 
1958 figure. 
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Election year political controversy over farm 
legislation is a certainty. 


It seems likely that the government will find 
a way to bolster farm income, but there is no 
easy solution to the problem. 


outlook 


lf farm income does not upset predictions, or if 
the government fails to find an answer to the 
problem, farm-belt dealers will have to seek new 
ways to hold sales steady. In this light, credit, 
trades, and rentals deserve special consider- 
ation. 


Union leaders defend minimum wuge 
hike, say effect would be stight 


Union leaders are telling Congress that a 
25-cent boost in the federal minimum wage 
would have only slight effect upon prices. 


The unions urge the House Labor Subcommit- 
tee to approve a Democrat-sponsored bill raising 
the wage floor from $1 to $1.25 an hour, and 
extending coverage to 7.5 million workers. 


Union leaders estimate that the bill would 
result in retail price hikes of as little as one- 
fifth of 1 percent. Merchant association officials 
say the figure was pulled out of the air. 


Union leaders say any price increases would 
be offset by the increased purchasing power 
placed in the hands of “underpaid” employes. 
Merchants ask: “But how many employes would 
have to be laid off in order to meet higher 
wages?” 


outlook 


Congressmen are asking questions. Will a 25 
percent increase set off demands for a similar 
hike in all wages? The answer probably will be: 
Gradual increase in base wages and a slimmer 
extension of workers covered, backed by Presi- 
dent Eisenhower. 





BETTER LIVING: 


BETTER LIVING - BETTER GIVING is the theme 
of United States Steel’s powerful new Housewares 
and Home Furnishings program. This program is de- 
signed to help you sell more products of steel. Here’s what 
we're doing to build traffic through your store: 

24,000,000 regular viewers of The United States Steel Hour 
will see steel products you sell advertised on April 20 and 
May 4. 

4,500,000 viewers of the daytime J Love Lucy show will 
see eight commercials on April 14, April 28 and May 12 
with the same important message. 

7,000,000 readers of Better Homes & Gardens will see a 
U.S. Steel color advertisement in April promoting products 
of steel for outdoor living . . . another in May promoting 
products of steel for gift giving. 

12,000,000 readers of The Saturday Evening Post will see 
modern, steel housewares and home furnishings in colorful 
U.S. Steel spreads in April and May. 

And the well-established STEELMARK symbol ... 
identifying products made of steel . . . is featured in all this 
advertising. People will look for it on merchandise you sell. 


BETTER GIVING 


TIE IN FOR BIGGER PROFITS. Write today for your 
free dealer tie-in kit that contains display mobiles, banners, 
labels, tags and other promotional material. Use it with any 
steel products you sell. Just fill out the handy coupon below. 


United States Steel 
Room 6068, 525 William Penn Place 
Pittsburgh 30, Pa. 





Please rush me my free Better Living—Better Giving merchandising kit. 








Company Title 
Address i ee 
EN SECLSES Les ee  — 
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United States Steel 


TRADEMARK 


Want more facts? Circle 105, p. 145 
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HARDWARE BUSINESS 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


1960 stays in high gear... 


Business activity continued at a high rate in February. Personal : 
income was at a seasonally adjusted annual rate of $393 billion, : 
holding about even with January’s record rate, and up a whopping 
$22 billion from February a year ago. Retail store sales were up 
3 percent from the like month last year to $15.8 billion. New 
construction put in place amounted to $3.6 billion, 2 percent higher 
than the 1959 level. Industrial sales showed a 14.3 percent gain 
on last February. Prices rose only about 1 percent. 


Late spring surge likely . . . 


All signs point to a heavy, though late, spring market. The high 
rate of employment this year means your customers have ample 
money to spend. But, because of the recent bad weather, shoppers 
have been staying home. Now that warmer weather is arriving, 
heavy traffic and sales should result. Favorable support to this 
likelihood comes from the 500,000 rise in employment in February. 
This brought the total employed figure to a record monthly high 
of 64,520,000. A Labor Department manpower expert predicts 
further improvement in employment in the next few months. 


Plant outlay to match record... 


A good indicator of future business activity is the expenditure 
laid out for new plants and equipment. Thus, 1960 should meet 
the optimistic expectations of the first year of the 60’s. A survey 
conducted by the Securities and Exchange Commission and the 
Dept. of Commerce shows the expenditures for new plants and 
equipment are expected to hit the $37 billion mark during 1960. 
This would be $14% billion or 14 percent more than in 1959, and 
about the same as in the record year 1957. Capital outlays of 
manufacturers in durable goods’ industries are expected to be 
one-third higher than in 1959. 


A better balance in imports .. . 


The import situation shows signs of coming back into balance. 
Two recent significant developments are a reduction in price of 
nails manufactured in the U. S. One manufacturer has cut prices 
on some numbers as much as 15 percent. Foreign price competi- 
tion has been met in other categories such as garden tools, build- 
ers’ hardware. The other development is the current attempt of 
foreign labor unions to raise wages. Not too much is expected of 
this effort immediately, but if the movement catches on, foreign 
manufacturers may find their production costs rising. 


... turn to page 184 for more news of How’s the Hardware Business. 
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DRIFTWOOD — gives groy, naturally weathered effects. 
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CASCADE GREEN—>o cool, refreshing color, ideal for outdoor furniture, too. 


Four new Exterior Stains to boost 
your springtime profits 


With the outdoor season just about here, these long-lasting, 
new exterior stains come just in time to put an added push 
behind your wood finishes sales. Weldwood Exterior Stains 
are easy to use, for both professional and do-it-yourselfer 


wood finishers. The stains subtly bring out the wood’s grain, 
add rich, beautiful color. The deep-penetrating, hard-drying 
oils, resins, and pigments resist weather and wear. Built-in 
ultraviolet ray barrier impedes fading caused by sun’s rays. 


Other fast-turnover wood finishes in the high-profit Weldwood line 


Weldwood Satinlac Lightener. 
New, anti-wetting agent for use 
as a first coat to prevent wood 
from darkening when finishing. 
Not a bleach, Satinlac Lightener 
retains the wood’s native tone 
(particularly pine and cedar, 
which tend to discolor quickly) 
and prevents yellowing. Sell 
Satinlac Lightener as a team 
with Weldwood Satinlac for as- 


sured customer satisfaction. For 
interior use. 

Weldwood Satinlac®. New, 
improved formula with greater 
solids content goes farther, works 
easier, is nearly odor-free. Brings 
out and preserves fine wood’s 
natural beauty without building 
up an unsightly “plate glass” 
look common to nonpenetrat- 
ing finishes. Satinlac penetrates 


Take advantage of Weldwood's ful! 40% discount. Also, get your free 
real wood samples showing each of the four new Weldwood Exterior 
Stain colors. Contact your jobber, Weldwood representative, or write: 


deeply, seals as it finishes, gives 
a soft, mellowed appearance. 
For interior use. 

Weldwood Wood Preserva- 
tive. New high-potency Penta- 
chlorophenol water-repellent 
sealer protects against rot, mil- 
dew, blue stain, warping, and ter- 
mites and other wood chewing 
insects. Deeply penetrating oils 
retard checking, swelling, and 


shrinking. Prevents paint or var- 
nish from blistering and peeling. 
Weldwood Firzite®. A pene- 
trating resin sealer. White for 
blond, pickled, and limed effects; 
and as a primer under paint to 
prevent checking. Clear to pre- 
vent wild grain when staining 
softwoods. Both Clear and White 
Firzite can be tinted with colors- 
in-oil for oil stained effects. 


WELDWOOD WOOD FINISHES 


UNITED STATES PLYWOOD, Dept. HA 4-7-60, 55 West 44th St., N.Y. 36, N.Y. 
Want more facts? Circle 106, p. 145 
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ME RCHANDISIN G 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 





Downtown shoppers’ malls proved workable. The first big experiment in 
Shopping malls for cities has passed the half-year mark with notable 
success. The 40-store Kalamazoo (Mich.) Mall reports: 15% sales increase; 
50% increase in foot traffic; good boost in out-of-town traffic; 90% 
reduction in empty stores; remodeling worth $2.5 million, with twice 

that much more in progress. This proves that Main Street can be rejuven- 
ated if merchants try to solve problems of parking, congestion, and 
modernizing in a strong mutual effort. Many customers prefer downtown 
Shopping because of the depth and assortment of merchandise. 
































Do you need to offer consumer credit to grow? Ask Sears. Sears, 
Roebuck & Co. has released a 14-year credit analysis which shows 

a remarkable change in buying habits and merchandising. The com- 
parisons should make dealers think twice about the influence of 
credit. In the year ended January, 1946, Sears did 12.4% of total 
Sales on credit. There were 1% million accounts. In the year ended 
in January, 1960, 10% million credit accounts accounted for 54.35% 
of Sears' record volume of more than $4 billion. Seeking more 
business, Sears is pioneering credit for teenagers. 


























Spring Toy Fair heralds record Christmas. Moon men, science, realism 
Sold toys so fast at annual toy show that “gains are embarrassing,” says 
a representative manufacturer. 1960 toys are tough, intricate, and as 
appealing to adults as children. Prices vary little from 1959. Dealers 
will sell batteries by the gross, for toys are motorized as never before. 
1959 sales of $1.6 billion. Estimated 1960 gain, 7%. January sales up 
17%. You may be wise to visit your supplier's toy exhibit this spring- 
summer prepared to buy: (1) wide assortments to cover new ideas, (2) a 


little more depth all around to cover increased demand already in evi- 
dence. 
































Got the right man at your checkout counter? You may know for sure 
soon. National Cash Register Co. is wrapping up tests on effi- 
ciency and personality traits needed to maintain good customer 
relations, and accuracy, at checkout counters in self-serve 
Stores. Ten personality factors governing skill in customer con- 
tact have been isolated in the tests. Accurate screening to get 
the right man for the job will save employers from costly mis- 
takes. Tests are based on supermarket checkouts, but are seen 
equally effective in other stores. 
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No. 420 


You'll hear this profit-sound often when you stock the 
Channellock No. 420. Hundreds of thousands of hardware 
customers lay their money on the line every year for this 
popular plier. They like its pipe-wrench grip... its all 
‘round usefulness. 


That’s why it will pay you to put the Channellock No. 420 plier 
out front for your customers to see...‘*heft’’... buy. You'll 

be profitably pleased how many times they'll tell you 

to | wrap it up’. Let us send you our new catalog. 


CHAMPION DeARMENT TOOL COMPANY 


MEADVILLE, PENNSYLVANIA 





SKULLED HANDS REACH FOR 
CHAN wre LOCK 


Ni 


It’s easier to ~—s stock just ONE line of pliers CER, 
It’s PROFIT-WISE to stock the genuine CHANNELLOCK line. — 


Want more facts? Circle 107, p. 145 
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ECLIPSE gives you 
MOW -ABILITY*...and MORE HELP to sell it! 


Let’s face it...lawn mowers have been 
kicked around as promotional items by super- 
markets, jewelry stores and service stations. 
In many cases these flashy ““cheap mowers” 
have proven to cost the unwary buyer more 
in the long run—repairs are not available and 
quality construction is just not there. 


For over 50 years Eclipse mowers have been 
recognized as the “Quality Line.” And for 
1960 Eclipse mowers are newly designed with 
new coordinated colors, new features, and 
new sales appeal. Eclipse is the line that you 
can sell with confidence, furnish replacement 
parts, and make a full mark-up. 


Write today for the complete story on Eclipse mowers 
... 13 models available, rotary, reel, and riding 
models. Sell Eclipse .. . the full profit line. 


THE ECLIPSE LAWN MOWER CO. 


4017-A Railroad St. 


Eclipse does more—spends more—to help 
dealers advertise at the local level. Eclipse 
dealers are furnished recorded radio commer- 
cials, TV films, newspaper ad mats, circulars, 
and store display materials. 


If you are unhappy with the half-hearted 
help and shrinking profit-margin of your 
present lawn mower line, investigate Eclipse 
and see why we say, ‘‘Eclipse gives you 
MOW-ABILITY*...and MORE HELP to 
sell it!”’ 


* Design and construction to outperform all ordinary 


mowers year after year—for the lowest annual oper- 
ating cost. 


ECLIPSE 


Division of Buffalio-Eclipse Corporation 
Prophetstown, Illinois 


Want more facts? Circle 108, p. 145 
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W H E BD rV C Q TRANSPORT* ALL TRACTION* 


*FIRESTONE T.M 


— BUSINESS BANKS 
ON GOOD TIRES 


FIRESTONE PERFORMANCE PAYS OFF WITH LOW-COST-PER-MILE HARDWARE DELIVERIES! 


Firestone tires’ low-cost-per-mile is reflected in performance records of 
thousands of trucks across the country. That's because 425,000,000 tire miles 
a year in Firestone’s own tire testing program prove Firestone truck tires 
are your best buy! This vast tire testing program resulted in Firestone 
Rubber-X, the longest-wearing rubber ever used in Firestone truck tires. 
It also resulted in Firestone Shock-Fortified cord which means extra miles 
of service out of every tire. Get performance proved Firestone truck tires, 
on convenient terms if you wish, at your nearby Firestone Dealer or Store. 


% | 4 
re ne Cg ) 
| . 


BETTER RUBBER FROM START TO FINISH 


Copyright 1960, The Firestone Tire & Rubber Company 
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our Spring 


vseceleaal TOOLTINE special HAMMER KNOCKED DOWN 80 


O rder plenty and order now for real 


: : , Tubular steel shaft and 
business . . . big business OND aR ge Soma 
ffers are good on all shipments shock. Perfect balance. 


from April 1 thru June 30 Should last a lifetime. (No. Reg. Des 
Look for scores of hard-hitting, large-space 692C) TOOLTIME 
ads in national magazines ots $ Ai 


T ie in with your own “‘come-to-my-store”’ 
co-op ads in newspapers 


Increase impulse sales with \ COMBINATION SQUARE DEAL 


eye-catching MF display material =e Popular, accurate square. Deeply etched 
ultiply your volume by in-store Ld — 8ths and 1éths one side, 16ths and 32nds 


tool demonstrations ». on other. Cat’s-eye level. (No. 1200) 
Earn profits ... profits ... profits ; 


TOOLTIME $7 89 


= 


HACKSAW FRAME PRICE CUT 


Comfortable pistol grip. Back of frame is reinforced. Nickel 
finish. Blade is easily adjusted to face in 4 directions. (No. 
1237) 


Lf | Reg. Drage 
$1 SAVING! Fine bench YY 
plane with fast depth and = | | TOOLTIME 


side adjustments. Cutter is he h/ : 
solid tool steel 2” wide. ff i ee $ i 19 
(No. 900) — fs 


j ss 
A 


, a 


ot 
SO ae OT NII TOT Nn <n 
oA cringe OO. RM Ns ste indie ce ee shee 
NUN TA nears Peioneree,. RAIN. nases ie 


J Py i 

~~ “my «< ORE aes - - en 
comeians : + Semi . aeeaees ea bet a a 
RR SRS adit CPR a, i cance” 


POWER BIT SET SLASHED $1.31 


pa $529 


59¢ OFF! Good quality | ‘ MILLER os ") High speed steel blades pack- 
block plane. Sides are ie. ee a : } aged in handsome plastic carry- 
highly polished. Lever cam A - Pf) ) =) Se) Melee] ing roll. Sizes %”, 2", %”, 
lock. Cutter depth screw ad- i dS a | thy i diceeereePews |). 4". 7%”, 1”. (No. 8006) 


justed. (No. 75) 


Reg. $reg. 


Reg. TOOLTIME 














- TOOLTIME 


$339 

































TOOLTIME Promotion 


FREE CARRYING CASE AND 
RIP GUIDE WORTH $15 


Applies to any of these three Heavy Duty saws. They’re 
professional performers. Loaded with power. “Deep- 
cut” design. Big capacity. Patented Micro-Guide.® 


= [ee oll 
Number 90° 45° 

faoee| moon |e [1 
Soa oo 
ao mosonr [ow | mer | some] ones 


Price of saw includes FREE case and rip guide Saw and rip 
guide in case — all packed in one box 






PRICE CUT $5 ON POWER SAW 


A husky, all-purpose 6%” model. Handles any job. 1.0 
HP cuts 2%," at 90°, 134” at 45°. (No. 626) 


Det TOOLTIME "49" 


oe hte oe, cil 


$5.95 BONUS JIG SAW OFFER NEW NEW NEW NEW NEW 


HEAVY DUTY BELT SANDERS 


Free bench stand and 
table included with 
purchase of No. 360 
Jig Saw. Saw cuts 
own starting hole in 
wood. Fastest in its 
class. Order by No. 
3660. 


Reg. BX 


TOOLTIME 


Two new additions to 
the MF line. 16 special 
features. Professional 
quality, yet priced 
lower than any com- 
parable models. Power- 
ful MF motors. Ball and 
needle bearings. Slip- 
proof timing belt drive. 
Contour handles and 


No. 830 3” belt % HP 





anti-gouge back rest. 
‘2.9% 


Dept. HA-41, GREENFIELD, MASSACHUSETTS 


ne Se 7 


MILLERS FALLS COMPANY 








No. 840 4” belt 1 HP 


‘84% 














“Two of My Silent Rope Salesmen” 


“‘When the rope buying season hits, I can rely 
on two Plymouth silent rope salesmen to make 
my rope sales easier and faster. The tall Rope 
Department Rack holds practically all the rope 
I need for a terrrific job of on-the-floor selling 
... and it takes up only two square feet of space. 
The basket on top holds a good assortment of 
starter ropes, and other well-packaged Plymouth 


items. In the Rope Department Rack or on the 
floor by itself, the Plymouth Square Carton 
feeds rope easily—from top or front—and it’s 
marked every ten feet for convenient cutting.”’ 


Mr. Dick Johnson 
Johnson Lumber and Supply Company 
Palos Park, Illinois 


PLYMOUTH ROPE DEPARTMENT RACK FREE to dealers with purchase of 
3 cartons of standard hardware rope sizes from 4" to 34"’ diameter plus one carton of 


50 foot or 100 foot Handy Paks. 


PLYMOUTH CORDAGE COMPANY 


Plymouth, Massachusetts 
Want more facts? Circle 111, p. 145 
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HI-FAX—TODAY’S BEST BUY IN 


Hi-fax is a new and improved plastic pipe resin 
produced by Hercules’ exclusive process. By all 
existing standards, pipe made with Hi-fax, high- 
density polyethylene, is far superior to plastic pipe 
made with other types of polyethylene. Its high 
strength and improved characteristics give it a life 


expectancy exceeding other pipes at the same rated 
working pressures. 


For years of trouble-free service, look for 
this label on the flexible plastic pipe you buy. .° 


nn © 


—a APPROVED 


Quality Pipe 


MADE WITH 


B: HERCULES 


SMM HIGH-DENSITY POLYETHYLENE 


CORROSION-RESISTANT 
Pe oni DURABLE - STRONG 
LIGHTWEIGHT 


<< > / 





aw 


“Fastest moving pipe | ever handled,”’ reports Oscar Rush of 
Van Camps Hardware and Supply Company, Indianapolis, 
Indiana, in describing his experience with Cresline-HD flexible 
plastic pipe made with Hi-fax. “This pipe is a must on farm water 
supply lines,’’ says Mr. Rush. Millions of feet of Cresline-HD 
pipe have been sold without a single failure in service reported. 


HERCULES POWDER COMPANY 


‘'wCORPORATED 


900 Market Street, Wilmington 99, Delaware 


Want more facts? Circle 112, p. 145 


PROVED BEST BY TEST 


No stress-cracking. Corrosion resist- 
ant. No pin holing. Greater strength. 


EASY TO USE 


Easy to cut and join with insert-type 
fittings and stainless steel clamps. A 
wide range of fittings permits almost 
any type of joining with plastic, steel, 
or copper pipe. 


EASY TO HANDLE 


Many times lighter than metal pipe, 
it’s easy to handle, ship, and store. One 
man can easily handle a 300-foot coil 
of 1”’ Hi-fax pipe. 


LOW IN COST 


Hi-fax pipe saves you money, too, 
both in initial cost, freight and instal- 
lation costs. This new, superior pipe 
actually sells for less than any first- 
quality flexible plastic pipe of compa- 
rable size and pressure rating. 


NSF APPROVED 


Hi-fax pipe is approved for drinking 
water use. It is suitable for a variety 
of applications in home, farm and in- 
dustry ranging from irrigation and 
sprinkler systems to electrical conduits 
and air conditioning systems. 
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_»» WITH ALCOAS 1960 MARKET MAKER 


Reach for that extra profit—higher turnover and greater 
volume—from aluminum sporting goods with the support 
of network TV .. . heaviest-in-history national magazine 
advertising . . . an unsurpassed assortment of direct selling 
tools, merchandising and promotion—ail focused on the 
symbol of things new and good: the famous red, blue and 
white ALCOA LABEL! Start now by reading about all the 
things Alcoa has in store to help you sell... and then send 
for your personal copy of the Alcoa 1960 Market-Maker 
Planning Guide. 


SELL WITH NETWORK TV—Take a look at the net- 
work television programs Alcoa has scheduled to push 
Alcoa® Aluminum sporting goods sales soaring! On Alcoa 
Theatre, every other week, millions of viewers will see and 
hear aluminum commercials .. . will be entertained and 
sold at the same time. On Alcoa Presents, each week, more 
millions of TV fans will be exposed to 
and influenced by other hard-hitting, 
selling commercials. Each of these 
popular programs has gained the atten- 
tion and respect of customers all over 
America, customers who will come 
into your store to buy the Alcoa-labeled 
products they see on TV. Be ready for 





them by scheduling your own promotions, by installing in- 
store displays, window banners and counter cards. 


SELL WITH NATIONAL MAGAZINE ADVERTISING 

—yYour customers will see attractive, full-color advertise- 

ments in leading national magazines. Holiday will tell its 

hundreds of thousands of pleasure-seeking readers how 

they can have more fun, season after season, with sporting 

goods made with lightweight, sturdy Alcoa Aluminum. 
And The Saturday Evening Post “influ- 
entials” (over two million of them! ) will 
not only read about aluminum sporting 
goods, but will tell their friends, too! 
You will find reprints of the Alcoa 
consumer advertisements on aluminum 
sporting goods in your Market-Maker 
Planning Guide. 


SELL WITH THE FAMOUS ALCOA LABEL—Remem- 
ber the label your customers know and respect as a symbol 
of quality when it comes to aluminum sporting goods: the 
famous Alcoa label. This bright red, blue and white label 
is their guide to all that’s good and all that’s new. Be sure 
every aluminum badminton racket, every piece of alumi- 


Want more facts? Circle 113, p. 145 
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num sporting goods you stock carries this label . . . and, if 


*y*? 


it doesn’t, ask your supplier “why not 


START REACHING NOW ... let your Alcoa 1960 
Market-Maker Planning Guide help you MAKE BIGGER 
PROFITS FROM ALUMINUM SPORTING GOODS— 
Climb to new profit heights! Here’s a promotion guide— 
completely filled with retail-proven sales and promotional 
tools: promotion suggestions . . . publicity ideas .. . selling 
features of the products themselves that will really help 
your sales force go! Here’s a package that will help you 
earn bigger profits from aluminum sporting goods than 
ever before! 

Order your FREE copy of the Alcoa 1960 Market- 
Maker Planning Guide today ... and be ready to use the 
wealth of exciting material it contains—a new approach 

to sporting goods retailing. And re- 
member: the Market-Maker promotion 
is backed by one of the most famous 
symbols in America—the Alcoa label, 
consumers’ guide to the best in alumi- 
num sporting goods. Order your Plan- 
ning Guide right now with the handy 
coupon at right. 


- = oe ae ae eee ee ee oe ee ee ee oe | 


Your Guide 
to the Best 


in Aluminum Value ALU AALS ISEA | 


MILL PRODUCTS 


Sue Hee COMP aRY OF AMER! CA 


Aluminum Company of America 
1605-D Alcoa Building, Pittsburgh 19, Pa. 


Please send me a copy of the brand-new, exciting Alcoa 
1960 Market-Maker Planning Guide . . . so I can 
use it to help sell aluminum sporting goods in my store. 


pense Pei ee 


Address 





City. 


Ordered By 


Want more facts? Circle 113, p. 145 
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COLOR does it! 


Iridescent Green on One Side to 
Match Grass, Makes This America’s 
Fastest Seller! 


The Industry’s Most Eye- 
Catching Packaging, Plus This 
Powerful, Free Display Unit 
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Aluminum 
Trellises 


Full 
Here’s EVERYTHING you need for big lawn edge profits— 4 
; " “iia ; Assembled 
price, quality, sales appeal and dramatic display! Super-Strip es, v8 | 
quality with Soil-Grip finish prevents inching out of ground. \ Attractive 
Small corrugations provide more strength and make inserting 7 ) . es A wl 
easier. Safti-Edge ends sharp rims. 4”, 6”, 8” width coils. \ » ‘AlsoK.D in 
Standard lengths up to 100 ft. cn Ne . pre-packed 
cartons. Root 
At garden supply and hardware wholesalers. feeder ground 
For literature and prices, write to below: stakes and 
" trellis supports 
also available. 





CAREY-McFALL COMPANY / ... 


Nationally Advertised in Better Homes and Gardens — Garden Ideas Annual 
Went more facts? Circle 114, p. 145 
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YOU 


The HI-MOL 
GUARANTEED Mori 


SALES 


PICMG) ai alicia clgehalmmaliclsni iasleha-larliela. 
ee Ge | 4 eige 
: . e Free 25-YEAR 
of HI-MOL Plastic ale: e rree z 
; Free Floor 
GUARANTEE CERTIFICATES e 
L\A/ _ 
ry > ’ e Free whiela= stelatalsii 2 Free vv 


/ 


7T-" ~ “ a | 
dow Decal e Free Descr ptive molrel 


: K | 
YOU'LL SELL IN 90 DAYS OR YOU ee IT BAC 


HERE’S HOW na 


Carlon Products Corp., Box 133, Avrora, Ohio 


PARTON PRODUCTS Faia 


Company 
Address 


Want more facts? Circle 115, p. 145 
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July 11-15, 1960 
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6 nee / eee | . ERE DP 
Sen Aq Ge housewares industry S/IUCé Wkste: 
NATIONAL HOUSEWARES MANUFACTURERS ASSOCIATION 
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Want more facts? Circle 116, p. 145 
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OUtSC 


all others 


Contact Emanuel Gantz, 

Sales Manager, for actual proof 
of how you can increase 

your profits with Empire’s 

new brush program ! 


number one 
co ae brush maker 
. Empire Brushes, Inc. 
Port Chester, New York 


Want more facts? Circle 117, p. 145 
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OMmeAe 
45-pc. SERVICE FOR 8 


Only *29-% 


BOONTONWARE 


Wh eat 


Now Boontonware quality in every price range 


Never before has fabulous Boontonware quality 
been priced so low! New $29.95 Somerset com- 
pletes the Boontonware price range to bring you 
greater sales, greater profits on famous Boonton- 
ware. Customers choose from three consumer 
tested patterns of proven popularity. And the pat- 
terns are sealed in by an invisible melamine shield. 
Made with the same quality and care as all Boon- 
tonware, molded with an extra measure of mela- 
mine for the ultimate in break resistance. Yet 
Somerset is priced for all America to own and 
enjoy, for you to sell as you’ve never sold before! 


NO OPEN STOCK INVENTORY NEEDED. Somer- 
set is sold in 20 and 45-piece service only. Make 
“big ticket” profits on every sale! 


GUARANTEED AGAINST BREAKAGE 


broorilonware’ 


finest of all melamine dinnerware 


BOONTON MOLDING CO., BOONTON, N. J. 


Want more facts? Circle 118, p. 145 
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The Worthington 
NRHA Turnover Handbook 
is ready for your use 








The new Worthington Turnover Handbook is a 
modern, easy-to-use sales tool for progressive retailers. 


It will help you sell more at greater profit. For, it will 
enable you to attain needed inventory turnover and 
maximum sales from a well-planned, balanced stock. eisesis 


Worthington was one of the wholesalers whose Saeren PAINT SUNDRIES | 
executives and buyers were privileged to work with : pee ee: 
the NRHA in formulation of the Turnover Handbook 
Plan, first announced one year ago. It is logical, there- 
fore, that the Worthington Handbook is complete in 
every detail ... . accurate, up-to-date, practical. 


All Handbook items list Worthington catalog pages 
on which they appear. Stock numbers of each are 
shown. Item descriptions state specific brand names, 
numbers and sizes. Cost and suggested retail prices 
are included. Also, data on packaging. Definite stock 
recommendations are made for both $50,000 and 
$100,000 volume stores. Price ranges are clearly in- 
dicated as are suggested markups. 


It will pay you to use the Worthington Handbook 
as a guide in setting up your basic stock. Your 
Worthington salesman will be glad to help you 
with this. Further, he will assist you in establish- 
ing a stock control system, including visual bin and 
pegboard tickets. 


For facts about the Worthington Turnover Hand- 
book .. . merchandising aids... help in boosting your 
operating profit, consult your Worthington salesman 
—today! A-2040A 


STOCK SELECTION 
GUIDE 


... title pages of 7 Worthington Turnover Handbook sections, 
now fully compiled and ready for immediate use. “‘Paint and 
Paint Sundries” and ‘‘Cleaning and Laundry Supplies’’ are 
combined in one book. 





ter 
#80000 prea tn 


THE Geo w. 
> me oe INGTON Co 


Retna / a a 


—_ 


Handbooks are loose-leaf, bound 

4 in sturdy red covers, embossed in 

gold. They are designed for use in 

conjunction with the Worthington 
stock control plan. 








THE 


ZGEO WORTHINGTON 
\Z Sy 


THE GEO. WORTHINGTON Co. 


CLEVELAND 1, OHIO 


Want more facts? Circle 119, p. 145 
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wheCTRIC ALARM 





Stops Traffic! Brings Mo 
to Your Clock Depart 


e Tested Under Actual Store Conditions! Proved to be the 
key to fast-turnover, high profit volume selling! 


e Perfect For Self Service Selling! Your customers can 
actually wind the clock...set the alarm...and even plug-in 
electric clocks without disturbing or affecting its factory-fresh 
condition. 


e Design Protects From Pilferage! Colorful eye-catching 
design provides full visibility of merchandise and helps elim- 
inate loss through pilferage. 


e Backed With Hard-Hitting Advertising Support! Clocks 
carried in Westclox new blister pack will be featured on full 
network television...in over 200 newspapers...and in major 
consumer magazines to pre-sell your entire market. 


And, Westclox New Blister Pack is 
Adjustable to fit any type of Selling Display ! 


FAIR TRADED FOR FULL PROFIT... Stands on Hangs on Ideal for Perfect for 


counters Pegboard rack display window trimming 
DEPEND ON 


WESTCLOX 


WORLD'S LARGEST MANUFACTURER OF TIMEPIECES - MAKERS OF BIG BEN 


DIVISION OF GENERAL TIME CORPORATION « LA SALLE-PERU, ILLINOIS 
Want more facts? Circle 120, p. 145 
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The SATURDAY EVENING POST, SUNSET, HOUSE & times as many people know the Church brand as all the 
GARDEN (including HOUSE & GARDEN’S BOOK OF other brands combined. Cash in on your share of this na- 
BUILDING) —three of America’s top magazines, and Church tional advertising support — and the fame of the Church 
ads appear this year in over 37 million copies of them! brand name. Stock Church seats — available in a wide range 
This kind of advertising support is another reason why three of styles, color and price through your hardware wholesaler. 


[Church the best seat in the house...’° 


A Biistecd sak Getbnes eee eeleniihs ot @) Amenican-Standard 
American Radiator & Standard Sanitary Corporation. 


Want more facts? Circle 121, p. 145 
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HOME HAIR CUTTING SET 
V. 6 Piece Set Sates. $10.9 
W. 12-Pc. Set (13A1-128) .. 137 
9-Pc. Set (13A1-95 not 
shown)... ..«<ssese 


; 
t 
; 
: 
; 
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Build more profits into your electrie 
housewares department by selling the com- 
plete Toastmaster line. There may be one 
or two popular products in any complete 
line which are too competitively priced in 
your area for adequate profit. By handling 
the complete: Toastmaster line you can 
| Oe suggest other Toastmaster 
appliances not so competitively priced . 

o with greater profit for you. 
sales and profits with the _—sOWRRemind your customers—‘‘Toastmaster 


quality is remembered long after the price 


comple , e Toa <T AC < ‘ « . «tag is yigiyn, be Toastmaster appliances 


sdanilaiaigs sedans? 


Want more facts? Circle 122, page 145 
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The TOASTMASTER Stainless Steel Fry Pan 


St 
t€ 


al jae COMPLETE | , LY WAMERSIBLE 
Wonderfully easy to clean. Gleaming stain- 
less steel finish stays new-looking . . . 
never pits or corrodes. Full family size— 
95-oz. capacity. 


In stainless steei $9 295" 


in Aluminum model 8D}. $3495 * 


Removable heat control 
model 12Al 





” 
| 
| ~ 4 
EVEN-COOKING [7 
ALUMINUM 
BOTTOM 








BUILT-IN COOKING GUIDE 
Conveniently 


MR. HARDWARE DEALER: 


Toastmaster quality appliances give you more value to sell! 








FIRST OF ITS KIND! SQUARE-SHAPED, 
CONTROLLED-HEAT FRY PAN, MADE OF 
EASY-TO-CLEAN STAINLESS STEEL, > A 
FUSED FOREVER TO EVEN-COOKING ALUMINUM One ev? 
Know the features that make the sales . . . and you'll close more 
sales at better profit! Let’s look at the way this beautiful Toast- 


master Stainless Steel Fry Pan is made! It has exclusive features, 
convenience features, quality features . . . all helping you sell! 


“Ss 2-x”" 
HEATING } 
ELEMENT 


SLOT-LOCKED 
SAFETY FEET 


Use this ad to train your salespeople. 
For extra copies, write direct to Dept. HA-40 


They give your customers more value to buy! Why? Because TO a $ y me 2 | $ rT & R° 
they’re durable and trouble-free. They’re engineered and built ‘ 


that way today—as they have been for over 34 years. Stock BZ, MM Cloclie. 
the complete Toastmaster line. Use Toastmaster Quality Fea- 








*ToasTMaAstTeRn”™ is a trademark of McGraw-Edisen Company, 


tures to sell up to quality... not down to price. You’ll up- Elgin: Ill, and Oakville, Out, © 1900 


grade your electric housewares profits—and serve your cus- TOASTMASTER DIVISION ioe, GED 
McGRAW-EDISON COMPANY 


Want more facts? Circle 122, p. 145 


tomers better, too! So sell Toastmaster! 
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Four reasons why 


AAmes Maid 


is the fastest growing 
kitchen and 
juvenile 


furniture in 


America! 





S VV VTCCH” is to Ames. 


: CASUAL FURNITURE 
° . : METAL HOUSEWARES 
prev produc uw highev damndards : GARDEN TOOLS 


: SHOVELS 


O. AMES CoO. PARKERSBURG, WEST VIRGINIA 


Want more facts? Circle 123, p. 145 A Want more facts? Circle 124, p. 145 > 
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fp fp fp fp fp fp fp fp fp tp 
_ fp fp fp fp fp fp fp fp fp fp 
_ fp fp fp fp fp fp fp fp fp fp 
fp fp fp fp fp fp fp fp fp fp 
fp fp fp fp fp fp fp fp fp fp 


Would you like to get 4 times more sales 





and profit per square foot in your store? 


_ fp fp fp fp fp fp fp fp fp fp 
_ fp fp fp fp fp fp fp fp fp fp 
_ fp fp fp fp fp fp fp fp fp fp 

fp fp fp fp fp fp fp fp fp fp 


..- introducing a fully tested Rubbermaid FP Program 
for aggressive hardware retailers 





Here’s a five-step program to 
Full-Potential in Your Store 


=~ 


Your present Rubbermaid inventory is ad- 
justed to meet the recommended balanced 
stock that proved successful in test program. 


You follow a proven basic inventory control 
system that keeps you in stock on the right 
items and colors . . . prevents “lost sales” 
resulting from ‘“‘out-of-stock’’ or slow turn- 
over from “‘overstock.”’ 


We'll ask you to set aside adequate floor 
space in a good traffic location for the mer- 
chandising unit. 


We offer you, at less than half-cost, our test- 
proven, self-service merchandising unit, ap- 
proved by the NRHA. Or if your own fixtures 
are adequate, use them. 


o 


Program will be serviced periodically by a 
trained representative to set up and arrange 
merchandise, establish and maintain basic 
inventory control, assist with local advertis- 
ing, plus furnish and install periodic window 
and point-of-sale display material. 


* 
=a, 


Full Potential 





A NEW CONCEPT 


Here’s what it means to you: 


e Four times more sales and profit per square 
foot in your store 


e Turning inventory twice as fast .. . to make 
profits double 


© More women shopping more often in your 
store 





hy \? 
48e asso° 


NRHA 
APPROVED 
MERCHANDISING 
PROGRAM 
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IN HOUSEWARES MERCHANDISING 


Shelf Side 


FP Self-Service Merchandising Units... _— f th 
all dimensions match NRHA fixture standards. atecnbiaecccsistiag - 
wonderful results already in. 


GET COMPLETE INFORMATION TODAY! 


Tear out, fill in and mail this postage-paid card now. 


—_—— eee ee eee 


FP PROGRAM 
RUBBERMAID INC. 
WOOSTER, OHIO 


Without cost or obligation, have your nearest Rubbermaid repre- 


sentative contact me regarding all details and information on The 
FP Program. 


NAME 
STORE NAME 
Basket and Wire Side 


ADDRESS 


CITY 





Big Payoff for You 
In these Proven Results! 





Follow The Lead of These 
Typical Hardware Retailers 
Who are Reaping FP Rewards! 


Posts 
Will Be 
by 


Addre 


Att.: R. W. 


You can’t miss! The FP Program was thoroughly 
tested in 34 hardware stores in different sections 
of the country . . . representing a cross section of 
retailers by store size .. . dollar volume .. . loca- 
tion in communities of different sizes . . . and 
different shopping areas within communities. 

Results? Rubbermaid’s FP Program pays off in 
the right stores, with the right merchandise, the 
right merchandising unit and the right service with 
correct basic inventory control. 

Let FP pay off for you now. Start soon to make 
women aware of your store as a housewares cen- 
ter, to attract more women into your store more 
often—and to sell more merchandise—all through 
the proven merchandising magic of Rubbermaid’s 
power-packed FP program. 


ige 


No 


° > S ‘ 
Paid Postage Stamp 
Necessary 
If Mailed in the 


ssee 





BUSINESS REPLY MAIL 
FIRST CLASS PERMIT NO. 112, Sec. 34.9, P.L. & R., WOOSTER, OHIO 











RUBBERMAID INC. 
1205 E. Bowman St. 
WOOSTER, OHIO 


Marchand 


United States 





“I was sold on the FP program 
by the service given and the 
coordination of the merchan- 
dise on the self-service unit. I 
have already found our busi- 
ness in Rubbermaid has in- 
creased considerably.”’ 


Carl M. Brandis, Owner 
Brea Hardware Company 
Brea, Calif. 


“Rubbermaid has always been 
one of our best selling house- 
wares lines, but since we in- 
stalled the new self-service 
unit ... our Rubbermaid sales 
have just about tripled.”’ 


John J. Connelly, Owner 
Connelly Hardware Company 
Brookline, Mass. 


‘“‘The Rubbermaid FP Pro- 
gram gives our store the oppor- 
tunity to stock the best items, 
sizes and colors on a self-selling 
merchandising unit. It’s meant 
better sales per square foot 
than we previously had.”’ 


Hershel Stuart 
Federal Hardware & Supply 
Southfield, Mich. 


‘“‘Our Rubbermaid FP mer- 
chandiser unit is the focal point 
in our housewares department. 
It brings more women into this 
department because of its at- 
tractiveness. Plus sales have 
been beyond our expectations.” 


D. P. Kelley, Sr., President 
Kelley’s Inc. 
Richmond, Virginia 


‘‘We were sold on Rubber- 
maid’s FP Program because i# 
gave us better display . . . stock 
control . . . and self-service.”’ 


H. C. Appleton 
Sherman Oaks Hardware Co. 
Sherman Oaks, Calif. 


‘‘Better turnover for bigger 
sales and profits is the beauty 
of the FP Program. And the 
service offered makes it easier 
for us to handle the Rubber- 


maid line.”’ 


Mrs. Wm. B. Allbritten 
Department Head 
Fromm’s Hardware 
Northland Center 
Detroit, Mich. 





With this display, you sell 


Bath Scales in Volume 
at a °10°-up average! 


Retail experience has proved this bath scale display 
spectacularly successful in stores everywhere. It 
increases both number of units sold and average price 
(read typical reports below). You sell 58 models and 
colors from only 12 on display—in only 4 sq. ft. of floor 
space—priced $7.95 to $19.95 (East of Denver). Average 
sale is over $10.00. 


Display qualifies you as a Borg Full-Line Dealer, for 
special merchandising aids and dealer listing in Borg 
national ads. 


‘Average sale $11.45. More “Sold 11 in Nov., 20 in Dec. 
customers look and buy.”’ 100% increase in sales!’ 
FranklinHde.Woodl'dHills,Cal. Soukup’s Hdwe., Hinsdale, Ill. 


6 Model 8124C —retails @ $7.95 

3 Model 4124C-H—retails @ $9.95 

2 Model 4224 —retails @ $10.95 
2 Model 1524 —retails @ $12.95 
2 Model 1524-H —retails @ $13.95 
1 Model 1500 —retails @ $15.00 
1 Model 1600 —retails @ $17.50 
1 Model 1900 —retails @ $19.95 


“Sold more scales at higher ‘‘Before, $8.45 was usual. re pl ig Retail Value 
H- ‘ “ etail valve, $217. Your Cost 

retail than ever before. Now, average is $10.45. Deoler cost, $130.29 29 

Village Home Shop, New York YeakelHdw.,N.Hollywood,Cal. ange YOUR 40% PROFIT 


< Want more facts? Circle 124, p. 145 Want more facts? Circle 125, p. 145 
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BARBECUE SETS 


EXTRA-LARGE Richly styled with black hardwood handles and knotted black leather thongs; 

STEAK TURNER _ die-cast gleaming chrome chessman on each piece. Superbly crafted in gleam- 
ing chrome, with unique chrome shields. Handsomely packaged in a sales- 
getting display carton. 
e9 big-selling 3, 4, 5 and 6-piece sets 
@ 3 extra-e g new items — extra-large Steak Turner, Hot Dog 

ALL-PURPOSE Roaster, and Tongs —. available on individual display cards 
TONGS . @ All items available in bulk. = = 


NATIONALLY ADVERTISED hi ; = 
for SPRING SELLING! [jac 


EVEREDY'’S big Springtime advertising campaign is attract- 
ing millions of customers with these terrific, fresh, sales- 
making items. Ads in LIVING FOR YOUNG HOMEMAKERS 
and GOOD HOUSEKEEPING will bring these customers to 
you! Buy now... build your inventory . . . display and 
sell EVEREDY for Spring...for... 


= es 
EVEREDY 


"TATER BAKER* 


Unusual top-of-stove oven. Works like an oven but uses 
only 1/12 the heat. Exclusive heat trap puts all heat to 
work. Bakes potatoes, warms buns, browns rolls, heats 
baby foods and frozen foods. 


SEAMLESS CRYSTAL BALL SEAMLESS 
ROUND KAKE-SAVER® SQUARE KAKE-SAVER® LAZY SUSAN 


No. 9910 No. 9915 No. 8880 No. 8830 


Craftsmen in Chrome « Copper ¢« Stainless .« THE EVEREDY. COMP? iN" , FREDERICK, MD, 
Want more facts? Circle 126, p. 145 
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CHROME CANISTER SET __ 


ht ADL DERE ATE SL 


pL ALL LARISA 


7 


' 


Bid hbk & 


**SCOTCH’*’ IS A REGISTERED TRADEMARK OF 3m CO. 


Nets you $6.46 quick profit from less than 1/2 square foot of 
counter space! The refillable plastic merchandiser rack is pre- 
packed with an assortment of 15§ 25* 39 rolls of America’s 
best-selling cellophane tape—“SCOTCH” BRAND! 


ORDER DEAL “J” from Sells out for...... $18.48 
your “SCOTCH” BRAND YOU Pay. es 00de ee Eee 
supplier now. YOUR PROFIT. .. $ 6.46 


Minnesota (\finine ano (\ffanuracrurine company 
... WHERE RESEARCH IS THE KEY TO TOMORROW 
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Each of these famous seals is well known tom ic ns 
of consumers ...each has powerful progaete 


value. And ‘‘Town & Country” has both 


the only 


bathroom seat with the two top seals af quality!’’ ; 


BACKED BY NATIONAL ADVERTISING 
“Town & Country's” two-top-seal campaign pre- 
sells your customers in Good Housekeeping and 
Parents as well as. other leading national publica- 
tions. This coverage... plus “Town & Country's” 
exclusive endorsement by the two top testing labor- 
atories is a sales-building plus you can't afford to 


miss. It's full-line product backing that makes a BIG: 
difference in sales—and a BIG difference in profits! 
Cash in on this strong promotional backing—get 
the full facts on the Leadership Line in bathroom 
seats. There's a full range of models in consumer- 
tested decorator colors. Ask your “Town *. Country” 
representative or write for details. 


TTT Tete re =o bring the two-top-seal quality story to as many of 
your customers as possible—to back up your selling 
efforts to the hilt—“Town & Country” will be in 
LIFE in 1960. This aggressive selling campaign is 


carried right to your selling floor with display and 
product identification. 


COLUMBUS, MISSISSIPPI 


Want more facts? Circle 127, p. 145 
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Here’s a Parlay that pays off 


eta 2” af tet 


- I : got it * ahe 
BY straight from pe, 
po the man’s . 


mouth! 


APPROVED 
DISPLAY 


in plentiful profits... 


AIR-LITE 


x 


AS 


% 


KIBERGI 


SCREENING 


AIR-LITE Deal #6 


With your 6 roll order, you get: 


1) This sale-clinching Display Rack for only $11.95 
—a $25 value! We prepay shipment. 50” high, 43” 
wide, 17” deep, the NRHA-Approved Rack gives you 
a complete Screening Department. 

2) Free Bonus Roll! At no cost whatever, we'll 
present you with a 50 ft. roll of 26” Air-Lite Fiberglas 
Screening. Worth $15.19 when you sell it. 


Your first sellout on this nationally advertised 
*‘no stretch-no shrink”’ Screening nets you a profit of 
about $61. Each reorder brings you about $73 
because you’ve already absorbed the cost of the rack. 


Are you carrying these BUSINESS BOOSTERS? 


Deal +30 
Deal #4 


A1r-LITE Saran Chair Webbing woven of Firestone 
Velon® comes in Rolls or complete Kits. Display 
Rack Free with 4 Roll order. (Arr-Lire Deal #4). 


Kits come in self-display carton. 24” wide herring- 
bone weave in vivid assortment of colors. (AIR- 
Lite Deal #30). 


winning tickets now. 
See your wholesaler or 
mail the coupon. 


Want more facts? Circle 128, p. 145 


ainiite 
Deal +24 a 


Atr-Lire Saran Outdoor Furniture Cloth woven of 
Velon comes in Rolls or Kits. Display Rack Free 
with 3 Roll order. (Arr-LiTeE Deal #3). 


Free Display Stand for Kits with 2 doz. order. 
(Arr-LiTE Deal #24). 


®t.m. Firestone Plastics Co. 





Plastic Woven Products, Inc. 51 Camden St., Paterson 17, N. J. 


Send me full information on: A-4 


"] Deal #6 [1] Deal #4 C) Deal #30 C1 Deal #3 (I Deal #24 


Name 





Store 





Address 











City 





Wholesaler's name 
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NOW AVAILABLE... 
MARKETING ASSISTANCE PROGRAM 


Offering manufacturers counsel in marketing 
has long been a Chilton practice. But count on 
Chilton to move ahead with the times. Today 
Chilton’s intensified activity in market research 
is a development that can help you get more 
out of your sales and advertising dollars. The 
stepped-up facilities—organized in depth and 
breadth—are identified as M-A-P, an efficient, 
penetrating Marketing Assistance Program. 


lf you are a manufacturer searching for new 
talents and tools in your marketing operations, 
Chilton can put a wealth of manpower and a 
multiplicity of facilities to work for you. All 
Chilton publications have marketing data repre- 
senting years of selling experience and research 


in their respective fields. And Chilton’s fully 
staffed Research Department is equipped to 
help you develop additional data to give even 
better direction to your marketing plans. 


Chilton’s standards of editorial excellence and 
quality-controlled circulation in 17 business 
publications are now linked with stronger and 
more complete marketing information for ad- 
vertisers. Chilton representatives will be glad 
to give you more details. 


HARDWARE AGE, April 7, 1960 © 45 





|! | ® 
HERE'S WHY Sm\\i oded- i 


e Pick up more paint on every dip... 


HI-Fl SPECIAL No. 1 


Make an extra profit on every one of 
these Exploded-Tip wall brush specials 


A bonus deal for you on this brush 
that’s high on everyone’s popularity 
list. A beautiful 4-inch Exploded-Tip 
wall brush with gleaming gold ferrule 
and plastic handle of simulated wood 
finish. Buy 12 at the regular price and 
get four 1%” Exploded-Tip trim 
brushes at no extra cost all in attrac- 
tive displaying self shipper. Save 19% 

l Cat. No. 4950 


¢ apply it more smoothly with less stroking... 


e make even the occasional painter feel like a “pro”... 


e make more friends (and money) for you! 


EVERY TIP IS A BRUSH 


have built-in e 


your distributor h 


HI-Fl SPECIAL No. 2 


Exceptional Dome Brush Offer 
Customer saves $1.00—You make 
full profit and extra sales 


Here’s a special that is really tuned to 
your customers’ sense of value. A fine 

uality professional type brush at a 
Jo-liaennall price. You make a full 
mark-up. Colorful, displaying self 
shipper features and promotes this 
special offer. Contains 12 4-inch Ex- 
ploded-Tip Dome Brushes. Save $6.00 
per dozen. Cat. No. 4928 


THE WOOSTER BRUSH 


Want more facts? Circle 129, p. 145 
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Magikoter® 


SPRING SELLING 
xtra profits 


4s them now! 


HI-Fl SPECIAL No. 3 


Introductory offer on new 
DOO-Z Roller Covers 


A specially engineered roller cover for 
applying water-thinned paint, but also 
gives excellent results with any type 
paint. Dynel-Orlon blend provides 
greater paint ag and smoother 
application with less rolling. Solvent- 
proof cores stay round and hard. 4” 
pile height. Displaying self shippers 
contain twelve 7-inch or twelve 9” 


DOO-Z covers. Cat. No. R-838 


CO. - Wooster, Ohio 


Want more facts? Circle 130, p. 145 > 





NOW Spray-0-Namel. 


HAS EVERYTHING! 











Clean up extra profits 


with this special 
“SCOTCH” BRAND offer! 


Dic-A-Doo Paint Brush Bath packed FREE in each 
98¢ box of “SCOTCH” BRAND Masking Tape 


% Special Limited-time Offer! 


% Premium stimulates impulse sales of Masking 
Tape — helps build your market for Paint Brush 
Bath. Offer advertised in Better Homes & Gardens. 


DIC-A-DOO PAINT. 


YOURS FREE 
_} Wweach Economy 98° roll of AE Ee ORDER CAT. NO. 185 
- §coTcH BRAND i 2S oO 12 — 98¢ rolls “SCOTCH” BRAND Masking 
fd ~~ Ya Tape, %” x 90 ft. packed in special dis- 
Masking Tape | [oS cpdamees 


Sells for 


Fi 
* 
+ 
. 





ns onan 
o : 7 ” ” 
. be er nce as se Pi son ene a ~ 
| ae 


aeRO EE 
ee ee cor oe 


— aaa aaa a SAB Rave as ’ 


Pras ee 


F vin = wnSIDE THIS sRAND 4 D 
THIS BOX OF ie SCOTCH 8 v 
“ meg 2 ©2) Masking Tape 5 
-A-DOO cage |) PAINT BRUSH BATH 


7 es & 
sesh oar SMI) alma | _ Ask your 
’ STORES Pain? enusies : | 7 
ir "7 ] ““ScoTcH’’ 
~~yrg A. 
; ft. “ ; a > 
Economy Size Rolle # in. x 9" | Wad ay jure BRAN D 
PAINTING JOBS 
wD ROLL-PROCESS | 
oo supplier 
now! 











jONAL LO 
use “SCOTCH” MASKING TAPE FOR PROFESSIO 


**SCOTCH’’ AND PLAID DESIGN ARE REGISTERED TRADEMARKS OF 3M co. 
>>», 
Miiawesora Miaine AND Mianvuracrurine COMPANY 
.» + WHERE RESEARCH IS THE KEY TO TOMORROW 
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STORY WILL BE TOLD TO 
BOAT OWNERS OVER 


-§ = 
1,500,000 TIMES THESE 
NATIONAL MAGAZINES 


introductory offer enables you 
to cash in with a minimum of 
investment and inventory with the 


only paint made SPECIFICALLY FOR OUTBOARDS 


HERE’S THE OUTBOARD BP INTRODUCTORY DEAL 


QUARTS PINTS 








ONLY OUTBOARD FLASH ce re 
DRY BOAT PAINT 
*62.85 put a 


FIBERGLASS PRIMER 3 3 
YOU IN THE "OUTBOARD B.P. 


OUTBOARD PAINT) THINNER 12 @ .95 
BUSINESS TOTAL 18 qts. 36 pts. 

















New wire rack display 
helps your customer 


ee ae TOTAL LIST $125.70 DEALER PROFIT $62.85) 


HERE’S THE Olitooara FLASH Bp - PROFIT MAKERS! 


. : | = OUTBOARD 8B.P. OUTBOARD B.P. 
—  enyndS use: A ; - ane, ma , FIBERGLASS PRIMER one THINNER 
boats 6 ne ‘| A special primer made S im 6=soFor use with all Out- 
| Fane os especially for insuring = iG board Boat Paints when 
Pig perfect bond between . if ; 
re fiberglass surface and 
finish coat. Forms firm 
“toothy” surface for 
maximum adhesion. 

















pe Rego i WILBUR & WILLIAMS CO. Inc. 





657 PLEASANT ‘oeaeee. NORWOOD, MASSACHUSETTS 
In Canada: WILBUR & WILLIAMS, 7920 i6th Ave., Ville St. Michel, Montreal, 38, P. Q. 





Gentlemen: Yes, | want to cash in on your NEW 
SEND FOR YOUR Oufioard Boat Paint Offer. Here is my order for your Intro- 
ductory Deal. Ship to: 


FIRM NAME 
PROFIT LINE 


I 
CASH IN ON THE OUTBOARD | 
BOATING BOOM #7 


Want more facts? Circle 131, p. 145 
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NEW LUCITE HOUSE PAINT . 


_..the money-maker that really means business! 


For profit-minded paint dealers, the big news this 
year is “Lucite” Acrylic House Paint, a remarkable 
new product of Du Pont research. Outstanding dura- 
bility, ease of application and superior blister- 
resistance make “Lucite” the greatest development 
in exterior finishes in 30 years. But more important, 
new “Lucite” offers you unparalleled opportunities 
to build sales volume and increase profits. 


The whole story of this remarkable new discovery 
is told in the full-page advertisement reproduced 
here—currently appearing in Reader’s Digest. A 
brand-new Politz survey, just released, proves that 
readers of the Digest— many of them your customers 
—will turn to this particular page more than 60 
million times! 

But that’s just a single example of the way 
Du Pont is pre-selling your customers, over and over 


again all through 1960, in an aggressive hard-hitting 
campaign of national advertising that’s causing un- 
precedented demand for this wonderful new exterior 
finish. It’s a safe bet that all your customers will be 
reading about “Lucite” this spring in at least one of 
these great magazines: The Saturday Evening Post, 
American Home, Better Homes & Gardens, Sunset, 
Popular Science, Popular Mechanics and Mechanix 
iliustrated. What’s more, another 35 million TV 
viewers get the “Lucite” story on the Du Pont Show 
of the Month, April 21, over CBS. 


For you, this means a terrific opportunity to build 
bigger sales and higher profits. Stock up now on 
DuPont “Lucite” House Paint. Feature it promi- 
nently in your store. Make use of Du Pont’s exciting 
new window displays and other powerful selling 
helps. For full details, clip and mail coupon today. 


“LUCITE” MAKES THE DIFFERENCE...AND ONLY DUPONT MAKES “LUCITE”! 


Sell the paint that’s worth the work... the beauty lasts! 


REG U. S$. PAT Al 


Better Things for Better Living 
... through Chemistry 


4 


E. |. DU PONT DE NEMOURS AND CO. (INC.) 
Finishes Division, Dept. HA-64 
Wilmington 98, Delaware 


Please send me complete details on the money- 
making opportunities of “Lucite” House Paint. 


Name 





Title 





Store Name 





Street 








po---------------- 
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here’s the Zinsser Family 


of shellac finishes designed for 
a convenience-minded public 


3 pose BIN 
PRIMER 
mi7.\453- 


B-1-N PRIMER -SEALER® —primes, 


seals and kills stains — all in 
one coat—saves hours of paint- 
ing time. Dries ready for finish 
coat in 45 minutes. Prepares 
any interior surface—dry wall, 
plaster or wallboard, even 
metal or glass — for painting, 
quickly and easily. 


ZINSSER 


> 


TRIMLAC® — meets the growing 


demand for an easy, all-in- 
one-day way to give natural or 
stained woods a waxed, hand- 
rubbed look — without waxing 
or rubbing. Dries fast and pro- 
vides lasting protection for 
paneled rooms, kitchen cab- 
inets, doors, woodwork, trim. 





oeerr ee “3 oo ap ane Ge ee 


—in convenient wide-mouth 
cans. No thinning needed. 
Brushes clean easily in am- 
monia and warm water. Full 
instructions for homeowner on 
the container. 


“BULLS EYE BLACK GLOSS® — the 


all-purpose interior black 
gloss. Quick-drying, tough and 
flexible. Goes on easily — no 
brush marks, no lapping. Lev- 
els to a smooth, mirror-like 
finish. Ideal for touching up 
hardware, lamps, wrought- 
iron furniture, grill work. 





BULLS EYE® SHELLAC — the first 


choice of top professional floor 
finishers and contractors—the 
shellac that made the Zinsser 
name famous. Sold in easy 
pouring oblong one-gallon 
cans in 4- and 5-lb. cuts. 


BULLS EYE® SPRAY SHELLAC — sells 
for scores of uses . . . to touch 
up worn floor areas, door sad- 
dles, thresholds, stair treads... 
seal knots and plaster patches 
before painting .. . protects 
many articles around the 
home. Popular with arts and 
crafts hobbyists. 


Pe ad ip 
a pipes * 


... AND FOR PROFIT-MINDED DEALERS: sold only through paint and hard- 
ware stores. Three items fair-traded for your protection. - Backed 
by national advertising in AMERICAN HoME, POPULAR SCIENCE, and 
AMERICAN PAINTER AND DECORATOR « Free “How-To-Do-It” fold- 
ers available for your consumer trade + Full instructions on con- 
tainers . . . saves your selling time. 


WM. ZINSSER & CO. 


Offices and Factories at 
Si6 West S9th Street, New York 19, New York 
319 N. Western Avenue, Chicago 12, Illinois 
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POINTERS FOR PROFITS WAYS TO BOOST SALES DURING YOUR 


Clean-Up, Paint-Up, Fix-Up Promotion 


LAY LS GCI ee 


Set up special displays. Arrange groups of products Use promotional materials. Choose the sales-stimu- 
that brighten up and protect homes, cars, rugs, furniture, lating posters and streamers you want from materials 
clothes. You'll cash in on impulse sales of cleaners and offered by the National Clean-Up, Paint-Up, Fix-Up 
detergents, paints, polishes, waxes, and insecticides. Bureau. For full information, call your local Clean-Up, 
Paint-Up, Fix-Up Committee office, or write direct.* 


a 


Show customers it’s easy. Many products are pack- Appeal to community pride. A clean community, a 
aged in easy-to-use containers! It’s less work than ever good-looking community lives better. You’ll profit 
to clean-up, paint-up, fix-up. Demonstrations make this through your contribution to community leadership. 
point clear to customers —make your selling job easier. 


eos SS AMERICAN CAN COMPANY 


AN UP | 
ZA \ 2shington 5, D. C, , 
NEW YORK « CHICAGO * NEW ORLEANS « SAN FRANCISCO 
Want more facts? Circle 134, p. 145 
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A synthetic polymer base compound that sells at 
the price of an oil base caulk and gives you ALL 
these advantages. 


Greater and longer plasticity 

Less shrinkage @ No sagging 

Easy handling @ Fast setting 

Longer shelf life 

Contains no fiber ‘“‘bodying’’ material 





fi 
/ A ae 
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Full flowing over wide temperature range 


15 << 
¢; Sale 4, ” jae ‘Ne Lf ay 
. t tar 
* eee 


Colors — Bright white, gray and bril- 
liant white. Packaged in foil sealed 
1/10 gallon plastic spouted car- 
tridges or quart, gallon and five 
gallon cans. 





A formula variation of New Plastoid Caulk made 
especially for professional painters. 


Extra smooth flowing 

Sets porcelain smooth 

Dries for painting in one hour 
Remains plastic 

Won't sag or bleed 





NEW DEPARTURE CAULK 


" Available in 1/10 gallon fiber car- 
tridges with cut-off type plastic 
grouting tips. Brilliant white color 
only. 


20 YOUR CUSTOMER A FAVOR= 
SELL QUALITY! 


PLASTIC PRODUCTS COMPANY Main Office and Laboratory 


~, 74 


AD— 15637 


6453 Georgia Ave. «+ Detroit 11, Mich. 


Factories: Detroit ¢ Chicago ¢ Jersey City © Richmond, Va. 
Manufacturing Subsidiaries 


: Oakland « New Orleans ¢ Kansas City « Tampa ¢ Toronto 
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SHEFFIELD BRONZE PAINT CORPORATION 


17814 WATERLOO ROAD «+ CLEVELAND 19, OHIO 


Want more facts? Circle 136, p. 145 
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MO 
MAC TE REARDON COMPANY-ST. LOUIS roe 
jg CAN 
:0, TOMORROW peg 
ee Se Gee TP YOU'RE OVE SOME CONCRETE 
SURPRISE THE WIPE TF You N ENJOYING MY 
EVIDENCE THAT YOU HAVEN'T BEEN 
EVID 


2:0 





ABSENCE AS MUCH AS I HAVE DAVE 


IT HAPPENED IN PEORIA 

















FOUNDATION GARMENT, INDEED! 


Right then and there I should’ye washed 
his mouth out with that cheap sheep dip 
he palmed off on me. Cement paint? . - 
why, it ran like dime-store mascara the 
first time it rained. But I held my temper. 


“Fetch your water wings,” | said, “and MORAL: Inferior ceinent paint can bring you 

come with me,” lo a watery end. Make satisfied customers with 

Bs: sous my foundation al) right. “Tre. BONDEX WATERPROOF CEMENT PAINT. 
99 . Remember: 

mendous,” he cried at the top of the base. ot 

ment stairs, “an indoor swimming pool!” THE BEST 

That did it, A sharp jab with my hat pin, GARMENT A 


and in he wenl—pretty as a potted goose, FOUNDATION 
He never had a chance to use the water CAN HAVE 
wings... . Anyway, the community needs 
protection from quacks like him, 

















Guaranteed waterproof 
+++ Gnd the gvcrantee’s : Sos 
‘ onl. Fowl 
watertight. Lamir 
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©THE REARDON COMPANY 1960 








OFFICE OF THE PRESIDENT 


Mac, YOUR foundation looks sort of shaky. If you can't-get your 
mind off ladies! underwear, I think I can find you a job at 
the Bon Ton. 


Straighten out, son. Tell the trade about our profit-packing 


line, the whole Reardon family of PAINT, PATCH and PROTECTION 
products. Here's a sketch. Set it to music, Maestro, 


You're the ad manager, remember? 


Dave 
Pd. ARE oheppprng Aerke?.. Yl yr a Clin. 


-_ a ~ 


. » ' . 
Mk ‘ 
. “te wa 2.¢ —- “4 
, ; 


Pp 


~ 
"Reouets work 


Shar, , Jak, 
en eal 


w you. 


Dave Moran, 
Just 


rea an oni 
trade ads? "Let's cartes pring really think anyone rede 
dough into eL iting  CUF Print contracts and put all~our 


: LISTEN, CAPTAIN COMET, UNLESS YOU GET mene 
= INTO THE APRIL TRADE BOOKS—AND FAST—ILL 

\) ——_ HAVE YOU SELLING PULLY PUTTY IN OUTER SPACE. 
—- | AND WHILE I'M AT IT. 


: 
eee 
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CHEMICAL COMPANY 


LUXURY FINISH 


LOOK HOW Sfovuma Shane 
MAKES OTHER WOOD FINISHES OBSOLETE: TO THE DEALER: 


Perma-Thane represents a_ scientific 


INCOMPARABLY HARDER, HIGHER GLOS "break-through" in the achievement of 


has 63°). the hardnes 


olass 


with remarkable flexibility a true urethane system ... a brilliant 


SENSATIONAL DRYING TIME ES ae ae new concept in clear wood finishing. 

ll fo 36.40 sinutes' You'll step up your 1960 profits with 
Perma-Thane . .. because people who 

LASTS UP TO 3 TIMES LONGER THAN CONVEN- want the best — the most beautiful and 

ee, eS a oe Ee — - oa the most enduring will want PERMA- 

aie. saltliiin Auitcherk. focthik abe : THANE! 

SCIENTIFICALLY B 


ry ‘eate 


ONDERIZE 


IgE remains a 


© ESE OS Order Perma-Thane through your regu- 

a eae lar distributor. . . . It is still possible 
sci to become a Perma-Thane distributor — 
but it is essential to act promptly. 


C} 
Git 


coats are Pe) eliiae 


THOROUGHLY 


to water n 


RESISTANT TO DAMAGE Perr 


4 F 
iwatt icaagsige U 


ar Taal 


| PLEASE SEND ME INFORMATION ON THE NEW [eS / a FINISH en ee See eee 
| H-4.60 BB CHEMICAL Co., 
| = NAME 

. COMPANY TITLE 
[ 





784 MEMORIAL DRIVE, 








DEPT. H, 
ADDRESS CITY 








CAMBRIDGE 39, MASS 
|_| DISTRIBUTOR | | DEALER [ | MFR'S AGENT 
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Says Peter Putter: 10 words telegraph the story of 
Schalk’s new Liquid Savabrush 


It’s completely new—and completely water-washable— 
Schalk’s Liquid Savabrush! A scientific, lanolized 
formula designed for the routine care of paint brushes 
and rollers. Used regularly, brushes and rollers 

are instant-ready for any job! 


Does Schalk’s Liquid Savabrush clean every type of 
brush or roller cover? You bet it does! And, thanks to its 
special “sudsing action;’ it’s quick and easy. Just 

scrape excess paint from brush or roller; rinse in liquid 


Savabrush; wash under the faucet; wipe dry! 


Finally, we don’t have to remind you that Savabrush 

has been a national buy-word for years. So, to keep pace 
with the needs of your customers today, it is 

good sales-sense to stock both— 


LIQUID SAVABRUSH for routine care of brushes; 


keeps brushes and rollers good as new. 


SUPER SAVABRUSH for hard, caked-up brushes; 


cleans them super-fast. 


ORDER BOTH FROM YOUR JOBBER TODAY! 





THE SCHALK FAMILY of quality products 





. | _— oS | 
por 
ha ~ Taman \ hy a * 
7 oy c 
Wwe 


Schalk’s Patch Paste « Sure-X Paint Remover « Liquid Waxoff « Do-X Cleaner « Water Putty « Tile Cement ¢ Liquid Savabrush 
Wood Putty « Tile Paste « Waxoff « Plaster Pencil « Savabrush « Spot Remover « X-it Paint Remover « S-14 « Double X 


SCHALK CHEMICAL COMPANY + FACTORIES: 351 EAST 2ND STREET, LOS ANGELES 12 + 3333 WEST 48TH PLACE, CHICAGO 32 


Ey ee eT Se ee SO 
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SANDPAPER 


* New vertical design 
* More compact than 
previous racks 


Sheets stack neatly 
for self-service 

Shelf on top pro- 
vides space for 
extra items 

Side strip with price 
and grit stickers 

Rich blue and yellow 
attracts customers 


Sturdy welded wire 
construction 


EACH RACK FEATURES 
YOUR CHOICE OF 5 POPULAR 
SANDPAPER ASSORTMENTS 


ADALOX® & TUFBAK® Assortment 


Best selection for complete refinishing. 5 sleeves 
ADALOX for all dry sanding, 3 sleeves TUFBAK for 


all wat sanding. 


ADALOX Assortment 


Quality selection for dry sanding most all materials, 
wood, metal, compositions. 4 grits ADALOX in 8 sleeves. 


Your choice of 2 space-saving, 
sales-making sandpaper displays 


SANDPAPER RACK 


New low-boy design. For counter or shelves. 
Full shelf on top returns counter space for extra 
goods. Only 21” wide, 14” deep, 13” high. 
Center strip with price and grit stickers. 


GARNET Assortment 


Fine selection for dry sanding and refinishing all soft 
woods and soft compositions. 4 grits GARNET in 
8 sleeves. 


RED & WHITE Assortment 


Popular selection for dry sanding. 4 grits GARNET for 
soft woods and compositions, 4 grits MOHAWK FLINT 


for common sanding. 


MOHAWK® Assortment 


Good selection for paint removal from common wood- 
work and furniture. 4 grits MOHAWK FLINT Paper 
in 8 sleeves. 


BEHR-MANNING co. 5° 


TROY, 


NORTON PRODUCTS: Abrasives «+ Grinding Wheels « 
In Canada: Behr-Manning (Canada) Ltd., Brantford. 


NEW 


A DIVISION OF NORTON COMPANY 


BEHR-MANNING PRODUCTS: Coated Abrasives « Sharpening Stones « Pressure-Sensitive Tapes « Floor Maintenance Products 
Machine Tools « 
For Export: Norton international inc., Troy, New York, U.S.A. 


YORK 


€ 


Refractories « Electro-Chemicals 
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Paint sales come easier, faster 


when you feature a 
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O’BRIEN makes it easy to be a color- 
expert. It’s easy to have a store that’s 
“the best place in town to get color- 
help and service’’...a store that’s the 
favorite of decorators, architects and 
do-it-yourself-ers. O’Brien offers you 
everything you need to “remodel” a 


aif 1. 


ZS 


O'BRIEN »>@: 
PAINTS 


THE O'BRIEN CORPORATION, SOUTH BEND 21, INDIANA 
Baltimore « Oklahoma City « San Francisco « Los Angeles 























modest section of your floor-space into 
a Color Corner, Color Headquarters, 
Color Bar. ..an organized, information- 
packed department devoted solely to 
the solution of any and all color prob- 
lems...a handsome department that 
pays off handsomely. 


f ) 
ae ~ 





The O’Brien Corporation, South Bend 21, Ind., Dept. HA 


Please send me FREE floor-plans and sketches of success- 
ful arrangements for a Symphonic Colors Center in my store. 








1. Tinting Machine 2. Color “Action” Displays 
3. Color Albums 4. Color Manuals 
5. Machine-Mix Color Albums 
6. Color Chip Displays 
7. Wood-Finishes Selector 
8. Take-Home Literature 
Many others not shown 
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me’ STRIP-SHIELD 


MASKING PAPER and ADHESIVE TAPE combined 








Another profit-making item 
to sell whenever you sell paint 


Leaves sharp, clean paint line — speeds 
up painting of mouldings, windows, 
screens, doors, frames of all kinds. For 
all paint separation jobs. Box size 812” x SS 6. : 
2%" x 2%” — 12 in display as shown. 1 TW ge : ge gs 
Strip-Shield measures 8" x 30° — a ‘i i Sf. g The LEONARD COMPANY 
| e : Dept. B, 
sells for 98¢ > See e ’ ' yt , ' 506 3rd St., Des Moines, lowa 
In the usual “SUPER” displays that sell“ \y 94 / : Makers of: Roller-Trim, Crak- 
— eg : Seal, Painter’s-Pal, Trim-Guard, 
Screen- Painter, Plaster - Stik, 
Pipe-Seal, Paste-Bak, Smoothy. 


FOR BARGAIN-HUNTING CUSTOMERS: FREIGHT ALLOWANCE 


Three times the 98c size for. $1.98 ; An order of any one, or combi- 
: nation of any of Leonard’s 10 
Box size 82” x 4" x 4” contains large roll - Profit Items totalling 100 


of Strip-Shield measuring 8” x 90° — : pounds or more, will be shipped 
three times the value — sells for $1.98 ; freight prepaid. 
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| *only S4wo $yarc has it! . _.. DEALERS SELL 


PERMANENT ABRASIVES 


HIGHER MARKUP 
FAST TURNOVER 
PLEASANT ODOR 
NON-IRRITATING 
ECONOMICAL 

LONG LEVELING 





No. 74 

r Assortment 
“0 THE DISPLAY 
THAT COMBINES ALL PERMANENT 
ABRASIVES FOR HAND SANDING 


@ FREE counter-pegboard combination display. 


@ Steel sandpaper and tungsten carbide sheets. Fine, 
medium and coarse. Gals. 


@ Patented trigger release holder. Qts. 
@ All items available in open stock. | Pts. 
@ Full 40% dealer profit. © Quality-made in U.S.A. 


; Write for illustrated catalog. : IN BOTTLES OR CANS 


Newark 8, New Jersey @tavamat 6 teem MCION a. SAVANNAH, GEORGIA 





4 
s* 
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NEW, FAST-DRYING WOOD FINISH 


Developed by 
the makers of 


PABA ss ns. 


= « 
~ ms ~ "4 


IN THE 
POPULAR 
SPRAY 
CAN 


COUNTER DISPLAY 
This attractive REZ 20 displayer will do 
a big selling job from a small space. An 
actual wood chip is attached to demon- 
strate the high quality finish. 
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DRIES TO THE TOUCH IN 20 MINUTES 


REZ 20 is the new, fast-drying surface finish that gives interior woods 
a beautiful, durable, clear finish ... dries satin-smooth in minutes. 


REZ 20 can be used on interior paneling, doors, cabinets, woodwork, 
furniture and floors ... alcohol and water resistant. 


REZ 20 brushes on easily, or can be sprayed over REZ Color-Tones or 


wiped stains within minutes. 


REZ 20, in attractive, colorful containers, will become familiar to millions 
of readers through an intense national advertising program and local 
merchandising aids. 


REZ 20, displayed in your store, will mean additional sales and additional 
profits to you. 
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IN PINTS 
QUARTS 
AND 
GALLONS 


For further infor- 
mation, see your 
local distributor 
or write to: 


Wood-Tones, Inc. 


Dept. 59, 
P. O. Box 142, 


Springdale, Pa. 
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Paint on any surface 
using brushes 


Get these multiple selling aids and 
multiply your paintbrush sales 


It’s a fact that the better a paint- 
brush is, the better the results will be. 
And brush manufacturers know that 
when they fill their brushes 100% with 
tapered TyNex nylon filament, they can 
produce the high-quality brushes nec- 
essary for high-quality jobs. 
a | To boost both awareness and sales 
7 . | of superior paintbrushes, Du Pont is 
For better paint - 1 i atl an a ceeideh consumer adver- 
pickup use brusheS  §F | 


made 100% with 
Du Pont tapered 





~grxys* 4" 
DonT TAPERED yes 


PAINTBRUSHES 


TAPERS: 


promotion of paintbrushes 9" — 


P Aner 
SANNIS TE OR 


tev Pains d 
CP ae 
* © 40s ute 


pipettes 


Du Pont tapered TYNEX’! 


tising campaign for brushes made 100% 
with tapered TYNex. The advertisements 
will appear throughout 1960 in The 
Saturday Evening Postand FarmJournal. 

Because tapered TYNEX is the most 
widely advertised brush filling material 
on the market, your customers will be 
looking specifically for brushes made 
with it. As a sales clincher at point of 
purchase (and tying in with the big na- 
tional advertising campaign), Du Pont 
offers you free selling aids. These hard- 
working aids can help multiply your 
sales of quality brushes made 100% 


with tapered TYNeEx nylon filament. 

You benefit in several ways. High- 
quality brushes command premium 
prices that bring you premium profits. 
When customers get good results from 
these brushes, they return to your store, 
and you get repeat sales. So send for 
your free selling aids today. Just fill in 
and mail the coupon, indicating what 
aids you would like to have. 


Ol PONT 


RE6. yu. 5, pat. ore 
BETTER THINGS FOR BETTER UVING... THROUGH CHEMISTRY 
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Dispiey Card. Tells cus- 
tomers store carries quality 
brushes of tapered TYNEX as 
advertised in the POST. Size: 
74%" x 12”. Limit—three per 
store. 











Wall Streamer. Identifies 
store with quality paintbrushes 
of tapered TY NEX as seen in 
the POST. Size: 6” x 25”. 
Limit—three per store. 








Pennants. Reminds cus- 
tomers of quality brushes and 
related items. Size :Triangular 
in shape, 9’’x 11°’. Limit—one 
set of 12 per store. 





Envelope Stuffer. For use 
by retailers as mailing pieces. 
Size: 3’ x 5S’. Limit—200 
per store. 





Booklets. ‘‘Ask The Ex- 
pert’’, a 16-page booklet on 
how to choose a paintbrush 
and tips on painting. Size: 5”’ 
x 7’. Limit— 100 booklets and 
one counter card per store. 





E. I, du Pont de Nemours & Co. (Inc.) 


Advertising Dept., Rm, N-2524-1, Wilmington 98, Del. 


SEND ITEMS CHECKED TO... 
Store Name 








Address 





City 





a 


Paintbrush Supplier’s Name 











Yook STERLING ZH QUALITY 


A LIVE LINE FOR THE 
LIFELINES OF EVERY HOME 


For CAULKING SALES whatever the need — inside or out 








STERLING 
ITE 


SIL/TITE Water 


as 44 SILICON 
aaa "ATER pepe Fon iS ellent 


— ee asonry 


H CLEANER 


‘ast Acting 


a 


STERLING QUALITY PRODUCTS, INC. 
MaAteEN , 2. ae eS eee ee ee 


Want more facts? Circle 148, p. 145 
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Garry Moore Says— 





There’s still time to enter the... 


WALLHIDE: 
CONTEST 


228 Chances to Win af 


= 
coe 


Vacation trip for two via 
Air France jet to romantic Paris 


e Round-trip transportation from your home city plus a 
memorable 7-day holiday in Europe’s most glamorous capital. 


* 





* 2 ee Roagga 
MINK 


STOLES 
by H.B.A. 


e Fine furs stun- 
ningly designed b 
leading New Yor 
craftsmen. 


3% 4 HARDMAN 


Duo Player-Pianos 


* 1960 RAMBLER 


American Station Wagon 


e Exciting 
new piano 
that converts 
in a twinkling 
to a player- 
piano. 


@ America’s favorite compact car 
gives peak economy and perform- 
ance—puts you out front with 
America’s happiest station wagon. 














Ye 10 Sets Bob Goalby Golf Clubs—woods and irons 
ke 50 Amelia Earhart Luggage Sets 


¥e 10 Necchi Supernova Sewing Machines 
oe 50 Airex Fishing Sets 2 100 Seth Thomas Travel Clocks 


Here’s all you do to win—It’s Easy! 


® Just write—in 25 words or less—why you like to 
sell Pittsburgh WALLHIDE. Use entry form from your 
Pittsburgh Plate Glass Company branch, or write on 
your letterhead. Enter as often as you wish. Mail 
each entry with photo of your WALLHIDE Consumer 


Now... bringing more customers into 
Pittsburgh Paint dealers’ stores 


$100,000 Wallhide Contest 
For retail purchasers...from March 14th to May 14th 


More than 1000 prizes—including 10 trips to Rio, 
4 Rambler station wagons, 8 Hardman Duo player-pianos 


PITTSBURGH PAINTS 


® PAINTS « GLASS « CHEMICALS « BRUSHES « PLASTICS « FIBER GLASS 


PITTSBURGH PLATE GLASS COMPANY 
Watch the Garry Moore Show —CBS-TV— Tuesday Evenings 


Want more facts? 


Contest display to Pittsburgh Dealer Contest, Box 
778, Chicago 77, Ill. Contest closes midnight, May 14. 
© lf you are not now a Pittsburgh Paint dealer and 
wish to enter in this $23,800 contest, get in touch 
with your nearest PPG branch or mail coupon below. 


Pittsburgh Plate Glass Company 
Paint Division, Dept. HA-40, Pittsburgh 22, Pa. 


I am interested in more information about your Pittsburgh 


Paint Dealer Contest. 











ZONE____STATE 








Circle 149, p. 145 
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| Po 0 L L 7 D THE NVALUE LINE 4 E 4 } 
THREADS! GOODELL 


make the difference! = «putty knives 
S || -_jand scrapers 


779% 


GOODELL 


*Because it’s the best 
Wipes Clean 


in Seconds! ee | cutlery value your 


customer can buy! 


* New 3-Twist Lok-Spin Cap! oe | a 
* Draws in Bulk Caulk—Vacuum Fast! ee 2 


* Fits All Cartridges Snug! sae 
* Takes All Standard Nozzles! : . 2 COODELL 


Small town costs, New England 


Only “VITAL” makes ! ‘x _ = craftsmanship, plus modern ma- 
Caulk Guns exclusively ; . my chinery .... . . equal more profit 
—— completely. From us CRADLE-CAULKER for you. Check Goodell quality eee 
you select only the guns Takes spouted cartridges ‘ a 
best suited to your cus- : oo i you won't find better values any- 
tomers’ requirements — 
shipped to you direct — 
on time ...No need to 
overstock. 


where. 


CAULK-MASTER 
For spoutiess cartridges 


Our wide selection of 
both guns and nozzles 
with all the established 
diameters and lengths, is 
the result of years of ex- 

MAINTENANCE 


perience in interpreting Salk onl catutden @un | f ¥. , MA? Securely fastened 
what the industry requires. - Cee eeeeessesesseeseeeeeses Pat, ta .% 


a? 


nod DISPLAY 


to NEW heavy 
All of the improvements 


on caulking guns are con- 
tinually being made at + 
“VITAL” where we can ; aera 


Bulk and cartridge gun... C-33 ASSORTMENT 


serve you betterthanany- : for longer loads 


one else, at lower prices, : “aaa 3 3 84 ‘ust 
and with quality ital Manca : 

beyond your — | 2 Lis 
expectations. ve iene leant" \ We ’ / ) SUBJECT TO TRADE DISCOUNTS 


gauge cards 


ASK YOUR JOBBER SALESMAN 
FOR THE GOODELL LINE! 
established 1909 


PRODUCTS oodell COMPANY 


MANUFACTURING CO. 
7504 Quincy Avenue * Cleveland 4, Ohio ANTRIM, NEW HAMPSHIRE 


Want more facts? Circle 150, p. 145 Want more facts? Circle 151, p. 145 
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(4h, + TORCHES 


BONUS 
SALES 
WITH C&L 
CLEAR 
PACKS 


WITH FILTERED FLAME 


“You can’t sell what is not in view. “Clear-packs’ sell ten to one 


over boxed merchandise .. . 
William G. Austin, in Hardware World, July 1959 


C&L torch burners and accessories come to you in “blister 
packs.” Designed for easy hang-up, these visual packages step 
up impulse buying. Customers sell themselves right from the 
display, which needs but a few square feet of wall space and 
which you can put up in a few minutes. (Ask your wholesa!: - 
for one of the top-banners. ) 


CLAYTON & LAMBERT MANUFACTURING CO. 


1701 Dixie Highway ¢ Louisville, Kentucky 
Want more facts? Circle 152, p. 145 











JET-DRI 


(Made with CCR-37) 


the 15 minute dry enamel that s 
breaking all sales records! 


The newest 
members in 
the sensational 
JET-DRI 


family..... 





Here is the hottest profit producing PRE-SOLD 
SELF-SERVICE THROUGH 


PAINT CENTER DISPLAY pesgeseeeeet® suazo seuunc 


; Ls , os 


JET-DRI seit-service Paint Center r cr - 7 = : _ ae ADV E RT S NG! 





Accommodates the following: ee 

See co | CSSD 
2 Pp . popu or co ors e*eneeeeeeeeeeeeeeeeeee . om ee: — saint SP SIS BROIL Son agers cr, 

53—quorts, popular colors ...........0eeeeeeceees 93.81 Ds arch a. = J newspapers 


55—16-oz. spray cans, popular colors ...... 


: Se ta » kee Z Riez - 
Herat ventsn ape pCa laa e magazines 
Pe SEP occ ceddakswibesbeccdevsaleonesees 7.50 ee me Ve (Life and many others) 
RUST -agaaaabaaaa PRIMER . Se al an di 
DD onéaeceonn Mai beebchbwesssesetcoask ban 1.68 cs — 
Sa GQUGTES occ crc ccccccceccceresesesecesseseceses 3.54 oF a © radio 
$198.66 eee — “tex ee 
TOTAL RETAIL ..............$ 330.91 . = cuttentens @ television 
De GPE ccccecksessces, ee —— 


PROPIT on cccccccccccccccccccS Ueeeee 


Paint Center Display FREE! 


Write or phone for your CONSOLIDATED CHEMICAL & PAINT MFG. CO., INC. 
PAINT CENTER DISPLAY MODEL 30A 456 DRIGGS AVENUE BROOKLYN 11, N. Y. 




















Want more facts? Circle 153, p. 145 
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Seamoue BeG Sihoer Grest Brushes 


Hanlon & Goodman’s complete do-it-yourself line. Beauti- 
fully packaged in their sparkling silver foil wraps, these 
blue and silver beauties displayed on the fresh white panel, 
make sales a snap. A brush for every need, every price... 
on the smartest merchandiser ever designed! Just look at 
this assortment... 


3-6”, 24-4”, 4-314”, 21-3”, 12-214”, 24-2”, 24-2”, 21-144” and 
18-1” brushes in their foil Protect-a-Wraps. The assortment 
includes wall, varnish, trim and angular trim types. 


BOOST 
PAINTING-TOOL 
SALES WITH THESE 
PROFIT-PROVED 
Bright biue and silver with DISPLAYS! 


white background pegboard panel. 


ALL THE ROLLERS YOU NEED 


la One Compact Waliad 


7's G SPREADMORE ROLLERS 


Hanlon & Goodman’s new roller plant is going full-steam 
and turning out high quality, competitive rollers that 
make assortments like these possible. This unique two- 
way unit holds every roller you’ll ever need — a real 
roller department at small deal cost! Look at the display 
— read the assortment, and get in on the best roller deal 
ever offered. 


9-9” and 8-7” Spreadmore Tension-Cage Rollers, 3-7” Metal trays to hold 
Slim Jims, 3-3” Tiny Tim Trim and 3-1%” Edging rollers. Natural wood 
Rollers — 102 covers of various sizes in Dynel®, lambs- pode ge red, 

. : : “ urquoise, yellow and 
wool and mohair — 18 pans in two sizes plus six ex- white top sign. 
tension poles. 


SEE YOUR H&G DISTRIBUTOR ... 
OR CONTACT HANLON & GOODMAN TODAY! 


HANLON & GOODMAN Co. 


2-12 MAIN STREET + BELLEVILLE 9, N. J. pert. p 


For FAMOUS FOR EXCELLENCE SINCE 1867 


Want more facts? Circle 154, p. 145 A 
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Ig Price 
~ Your Problem : ? 


— BETTER 
PAINTS 


MR. DEALER: Are you interested in increasing your volume and your profit ? 








Then write us without delay. We have over 30 years of paint manufacturing experience 


We have a complete line of quality paints at popular prices 





Our dealers have sold our products to millions of satisfied users 


I'm interested! Send more particulars. 


hy SRIOR FLAT oF ae } co 
= - FRISCH AND COMPANY... INC. ss 

we 

7 JERSEY — 
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| NEW 


glaze in a cartridge ! 


hand1- glaze GLAZING CARTRIDGES 


WITH GLAZ-MATIC NOZZLE AND STOP-FLO 
FOR REPLACING AND SETTING WINDOW PANES 


GLAZ-MATIC NOZZLE 


The GLAZ-MATIC nozzle was 
specially designed for window 
glazing, it gives exactly the 
proper amount of glaze to 
form a perfect seal between 
glass and window frame. The 
GLAZ-MATIC nozzle does the 
work of a putty knife and any 
amateur can do a professional 


job. 


NOW .. . NEAT, FAST GLAZING 


No dirty messy handling of glaze, no awkward 
to use putty knives, no half empty can left 
over ... just drop cartridge in gun and glaze. 
Cartridge glazing is the convenient, modern 
way to glaze wood or metal sash of all types, 
primed or unprimed. Handi-glaze has a smooth 
uniform consistency and forms a tough, elastic 
seal between sash and glass. Resists moisture, 
heat, cold and lasts indefinitely. 


EVERY BOX A DISPLAY MERCHANDIZER ay 



































Drop cartridge in gun. Place nozzle firmly Pull trigger and glaze To stop glaze flow, Cartridges packed in 
against glass and sash to center of pane. Al- turn gun rod down and attractive orange, 
in corner, ways work from corner draw back on rod. blue and white self- 

to center of pane. serve display dis- 
penser. 


For complete information write to DEPT. HG-HF, 2366 Woodhill Road, Cleveland 6, Ohio 


~ EVERYBODY LIKES IT! Sell the full line of 
ORE OT * ORES —— handi-family of quality producis 


2366 Woodhill Road «+ Cleveland 6, Ohio Calking & Glazing Compounds, Roof Cement, 
Factories: Conyers, Ga. * Matawan, N. J. ¢ Richmond, Cal. Aluminum, Colored & Black Roof Coatings, 
Portland, Oregon « Cleveland, Ohio Foundation & Water Repellent Coatings, 
Aluminum & Black Roof & Metal Paints. 
Want more facts? Circle 156, p. 145 
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you get more profits in the 


changing market of the 1960's 


NEW LOOK 


IN PAINT AND SUNDRIES MERCHANDISING 


Contents Page 


What is the new look 

Paint section should stand out 
Stock control stops outs 

Related sales—a big plus 

A new look in the paint market 
Offer a color service 

The power behind the new look 
Review of colorant dispensers 100 
HA studies sales patterns 106 
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HARDWARE AGE 


Merchandising Guide 


The NEW LOOK 


in paint, sundries merchandising 


It is here. The NEW LOOK in paini selling—its causes and effects— 
are already with us. The changes it demands now and in the future mean money to 
you. Here are ideas to help you meet and benefit from the new look. 


by R. C. Rittenhouse, associate editor 


There is a new look shaping up in paint and sundries 
merchandising. Because of the changes coming in the 
years ahead you will have to throw out a lot of old 
concepts. 

There will be new answers to questions like: 

What sells paint? 

Where does it belong in the store? 

How should paint relate to other sections? 

What is a basic stock list? 

Recent years have brought signs of the shift in mer- 
chandising paint. The introduction of paint colorant 
dispensers is a good example. Rapid growth of aerosol 
packaged paints is another example of things that have 
altered the paint marketing picture. 

More changes are coming. 

No matter what they are, there is one thing certain. 
You will find it necessary to make some changes in 
your business if you want to stay in paints and sun- 
dries. It is important that you follow trends and meet 
each challenge head on. 

You know your customers can buy a good quality 
paint at any of your reputable competitors. Your 
problem is how to get these customers to buy more 
paint and sundries from your store, to maintain and 
increase your volume. 
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A good way to start is to take a new look at your 
sales approach. Your customers like the modern way 
of life. With this “live modern” approach, nothing is 
static. Your customers change their surroundings 
often, just so things are different. When it comes to 
painting, your customers do not wait until they need a 
paint job. They paint because they want to change the 
color and atmosphere of their homes. 

Are you selling paint’s protective qualities alone? 

Or, are you reaching this “live modern” desire of 
your customers through the power of color? 

The industry has already made a swing toward the 
new look in paint selling. 

This 1960 Paint & Sundries Merchandising Guide 
will help you make paint a dominant part of your sales 
—and profit—picture. 

The paint market is a great big one. It is a billion 
dollar market. Last year was the first time in history 
that trade sales topped $1 billion, with a $1,056,400,- 
000 figure. The record is expected to be broken again 
in 1960. 

The hardware store is the most natural and logical 
place for paint. Hardware stores should get a lion’s 
share of this billion dollar market. As a hardware 
store, you stock all the items that naturally go with a 
repainting job. Builders’ hardware, hand tools, and 
many of your other stock are needed at one time or 





another by most customers who are painting. Make 
the most of your advantage. Sell the whole job. 

Let’s look at some things that will give your paint 
department the new look. 


(1) Where should you locate your paint? 


A whole new approach to this question will be needed 
in the 1960’s. You will have to discard many theories 
that dictated location in past years. 

For example, you may find that for best results your 
paint should be next to housewares. Why? Because 
color is a power behind the sale of both lines. And, the 
colors of each have to agree in the home. 

No matter where you locate your paint department, 
it should have a dominant position in the store. There 
is no halfway for paint. You are either in the paint 
and sundries business or you are not. 


(2) What type of sales people sell paint best? 


The expainter, or expert in paint’s protective 
qualities, has always been considered the most impor- 
tant asset to a paint department. He is still impor- 
tant, but there is a new approach to selling paint. Color 
knowledge has become more of a selling point than 
product knowledge alone. 

Maybe the girl in your housewares department is 
better equipped to answer homemakers’ questions on 
paint. Whoever you choose, it should be someone who 
likes to keep posted on color trends. Give her the title 
of “Color Counselor.” It will help you revamp to meet 
the new look. 


(3) What kind of advertising will draw traffic? 


New sales promotion and merchandising ideas will 
be needed in the next decade. You will have to aim 
your programs at the “live modern” desires of your 
customers. To draw traffic you will have to point up 
the ease of painting; how easy it is to get new sur- 
roundings with a coat of paint. One thing is certain, 
to stay in competition you will want to make paint a 
dominant part of your ad schedule. 

Paint industry promotions, consumer magazine 
articles, and color trends in other fields tend to make 
homemakers discontented with their present color 
schemes. What you have to do is give them the final 
nudge with the right approach. You’ll sell paint, lots 
of it, and sundries too. 


What is behind the paint market? 


(1) Income is higher. The average income per 
family is approaching $5500 a year. This is expected 
to reach $7000 by the late 1960’s. Higher income means 
more spending for hardware store merchandise. 

(2) Home building is booming. Building starts in 
the first nine months of 1959 were about 200,000 ahead 
of 1958’s nine month total. The home building market 
will be the first to feel the coming population explosion. 


This means more homes with more families who will 
spend more money. 

(3) Fix-up market is growing. As the number of 
homes increase, you will see a reflection of the higher 
income in the fix-up market. While new housing con- 
tinues to forge ahead, fix-up looks even brighter. Al- 
most three-fourths of prospective new home buyers 
already have homes. Tight money could stimulate 
many needed repairs by home owners who can’t sell 
their homes. 

(4) Color is dominating people’s thoughts. With all 
the emphasis on color in every area of fashion and 
decorating, people have become more color conscious. 
There is a constant urge to change surroundings and 
color schemes. 

(5) Product improvements make it easier to paint 
and redecorate. The new water thinned emulsions 
make the home owner’s repainting job easier. House- 
wives redecorate more often because the paint is easy 
to use and clean up. 

Now with these five points in mind, stand back and 
look at your store. The paints, sundries, housewares, 
decorating products—all of the colorful items you 
stock are the very things your prospective customer 
must have for modern living. Remember, keep the 
colors of your merchandise in line with the trends. 
Make your store a one-stop color center to get more 
traffic, turnover, and profits. 


Here are your selling tools for the new look. 


A modern store finished in attractive colors must 
head the list. Your one-stop color center must look the 
part if you expect to draw traffic. 

Product knowledge, a big selling tool in all your 
departments, must now be combined with color knowl- 
edge. You have to meet your customer’s color con- 
sciousness to sell. 

Colorant dispensing machines shot into prominence 
for a number of reasons, chiefly because they make it 
possible for dealers to offer more colors with less 
inventory. Your need for a machine depends on your 
circumstances. 

Industry promotions are aimed at the new look in 
paint selling. Paint Up-Clean Up-Fix Up Week, for 
example, is geared to give entire cities a face lift. You 
can take advantage of nationwide programs such as 
this. You can sell more while the spotlight is on paint. 

The Hardware Age Housewares Merchandising 
Guide (Dec. 31, 1959) discussed the tremendous young 
homemaker market now developing. Add up the new 
and established homemakers in your market, plus your 
commercial potential, and you come up with some 
staggering possibilities for your own profitable growth. 

There are a lot of things happening to change the 
face of business in the next decade. This Guide has 
been designed to help you meet the challenge of the 
new look in paint merchandising. 
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HARDWARE AGE 


PAINT AND SUNDRIES 
Merchandising Guide 


To get the NEW LOOK... 


make paint dominant 


Your paint department must stand out to attract traffic. Here are 


ideas about location and appearance to help you achieve the new look. 


Paint and sundries merchandising, the products 
themselves and basic stock lists, are expected to 
change in the next decade. 

What about your paint department? 

Will it change? 

A paint department expected to draw its share of 
traffic will look modern. Displays and fixtures will 
take on the new look. 

Paint has generally been regarded as the bellwether 
department for drawing traffic. Few sections of a 
hardware store can boast a comparable record for a 
steady flow of repeat business. 

The two biggest points to consider are: 

(1) Location 

(2) Appearance 


Chances are you will have to throw out many time- 
worn ideas on location. Theories used last year, and 
in the years before, will no longer be sound. You will 
have to discard old ideas on how to display paints and 
sundries also. There is a new relationship between 
paint and other departments. 

Where should it be? What should be next to paint 
displays? Answers to both questions will depend 
largely on circumstances. 

Some theories behind what motivates customers to 


Decorating products, such as wallpaper, fit in with your 
paint section. A neat, comfortable color selection area 
is important to sell more paint and related items. 


Belmont Hardware, Springfield, Mass. 
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Smith's 6th Ave. Paint & Hardware, Tacoma, Wash. 


The entire layout of this store seems to flow right into the dominating paint section. Seen over all else is the suggestion 
"Color Plan Your Home Here.” The entire store can be part of a color planning program. 


buy paints have already changed, or at least have 
come into better focus. Customers are buying paint 
for the change it can give them. They use paint to 
live modern, and to keep up with the Joneses. It 
follows that color is the force behind most paint 
traffic. 

Some new ideas on location are worth considering 
now. 

For example, a logical location might be next to 
housewares. 

Why? 

Look at the relationship between the two. House- 
wares, especially the new plastic items, now come in 
a mass of colors, ranging all the way from pastels to 
bright solid shades. 

The color scheme of a redecorating project, and 
colors of housewares already owned, have a definite 
relationship in the mind of the housewife as she 
selects paint. She can check color charts and compare 
housewares in one spot if the sections are adjacent. 
You may also sell new housewares to fit the new decor. 

Jap Vivroux, president of Vivroux Hardware Co.., 
Seguin, Tex., gave his paint department a new look 
and boosted paint sales 2% times. He had an ordi- 


nary paint section set up a short distance from the 
main entrance. Many women customers, however, 
walked right by paint. 

Mr. Vivroux pulled out the paint section, and set it 
up further back in the store. He made paint a 
dominant part of the scene. Fixtures were set up in 
a rectangle, with more stock exposed. The depart- 
ment got action with a colorant dispenser and shaker. 
It got color and life with merchandising signs, and 
ample space for color selection by customers. 

What happens now? 

Women customers spend a lot more time selecting 
paint. Strangely enough, these customers require 
less attention than before because they are free tu 
browse through color charts and merchandise they 
can see in the “color center.” 

Amazing things can and do happen all the time 
when a department is given new life and a dominant 
position. 

The second point is appearance of the paint section. 

Three things make or break the traffic drawing 
power of your paint department. They are color, 
light, and fixtures. 


If you are going to offer a one-stop color center, 
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To get the new look make the paint section dominant 


(Continued) 


How types of light affect colors 


This chart serves you in two ways. First, you can use it when advising 
customers on color combinations and the effects they will get with 
various kinds of lighting. Second, you can use it when you decorate 
your store to achieve the lighting effects desired for various de- 


partments 


Color Type 


Warm colors 


Incandescent Light 


Red, maroon, wine, orange, golden 
yellow, pink, rust, peach, tan, 
beige, brown—look deeper and 
richer; they take on a slightly 
brownish cast. 


Fluorescent Light 
(De Luxe cool white) 


Red, maroon, wine, orange, golden 
yellow, pink, rust, peach, tan, 
beige, brown—appear clear and 
bright, not as deep as colors under 
incandescent lamps. 


Cool colors Blue-greens, true blues, violet- Blue-greens, true blues, violet- 


blues—take on a slightly greenish blues—appear natural and un- 
hue. changed with a very slight violet 
tinge. 
Medium colors True greens — appear yellower. 
Dark green looks olive, chartreuse 
looks yellower. 


True greens—appear bluer, char- 
treuse appears almost pure green. 


Neutral colors Blacks, grays, whites — appear Blacks, grays, whites — appear 
slightly red. slightly bluish. 


Chart taken from Color Section of Hidden Power Sales Training Program, National Paint, Varnish and Lacquer Assn. 





your paint section, and your entire store, must look 
the part. You are supposed to be a color expert so 
your store must reflect that knowledge. 

Check your present store color scheme. Does it 
measure up to the reflective values you should be get- 
ting? If not, you are wasting money. If you do have 
to change be sure the new paint job is neat and in 
good taste. The right colors will stimulate the sales 
activity of your staff. 

The type, and intensity, of light is most important 
in the paint department. Different kinds of light 
influence the appearance of colors in many different 
ways. When you sell color you must be sure that it 
will look the same to your customer when she gets 
it home. 

A chart accompanying this story gives you a good 
idea of what happens to color families under various 
light conditions. You will find this chart valuable 
while advising your customers. It will also prove 
helpful in planning store modernization programs. 


q Aerosols have changed paint departments. Try putting 
them, and sundries, on gondolas to attract store traffic 
on the fringe of the paint section. 








Vivroux Hardware Co., Seguin, Tex. 


Customers can take their time picking colors at this bright, dominant paint section. Machine action attracts customers and 
colors keep them interested. This new setup more than doubled the dealer's paint volume. 


The intensity of light can make your paint depart- 
ment the focal point of the store. You will need from 
30 to 50 ft candles to meet good lighting standards 
here. 

A prominent hardware store management consul- 
tant once said: ‘‘People are like bugs. They are at- 
tracted by bright lights. They will go to the bright- 
est part of the store anytime.” 

Last, but not least in importance to the modern 
appearance of your paint section, are fixtures. 

Keep two things in mind when you build or buy 
paint fixtures. 

First, how much space do you need for a minimum 
grouping of paints and related items? Check other 
stores, your paint supplier, or fixture manufacturers. 
Find out exactly what you will need. 

Second, consider whether you plan to carry backup 
stocks on the sales floor or will you use a stock room. 

In any event, study the types of fixtures you will 
need. Make sure they are modern and attractively 
finished. 

There are many things to consider when you re- 
appraise your paint section. Location, appearance and 
utility are all factors. Make sure you have kept your 
store abreast of the times. Meet the new look in paint 
merchandising through modernization and make paint 
a dominant part of the scene. 


How colors reflect light 


Here is a table of reflective values to 
help you select the best colors to high- 
light your paint division. 


Reflection 
Color percentage 


Light yellows 
Light pink 


Light buffs 
Gray 

Light blues 
Light greens 
Oranges 
Medium blues 
Medium grays 


Maroons, browns 
Purple 
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Merchandising Guide 


The new look in color bars... 


A eolor room 


New ideas will be needed in the 1960’s for more profits in paint. 
You can get ideas if you stand back and try a whole new 
approach to paint merchandising and layout. 


Here is how a dealer gave his paint section a bold, new look. 
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One way to make your store color headquarters is 
to give the paint department an outstanding per- 
sonality. 

George A. Salter, George A. Salter Hardware, 
Eagleville, Pa., did it with an unusual idea. He built 
a paint color selection room right in the middle of 
his sales floor. 

This room replaces the standard color bar and cus- 
tomers can take all the time they want to plan their 
decorating schemes. They won’t be interrupted by 
store traffic. 

A panoramic view of Salter’s color center is shown 
here. 

To get the perspective, imagine you are standing 
in the doorway of the room. This photograph shows 
three sides, as the customer would see them upon 
entering. Some distortion can be noted in the rear 
shelves due to the sweep of the camera lens. 

This unique color selection area, called the Color 


Harmony Room, is 11 feet wide and 8 feet deep. 


Ceiling high shelves form the walls. Paneling 4 feet 
high around the inside creates a den effect. 

Decorating books on the coffee table, and a cabinet 
full of color chips provide the customer with plenty 
of color selection help. 

Everything in the room, except the furniture, is for 
sale. 

Oil paintings, picture frames, fireplace equipment 
at the operating fireplace display, and everything on 
the shelves are stock items in an ideal display setup. 

The radio provides soft music. 

Cost of installing the room was negligible and dis- 
play space was increased over the gondolas it re- 
placed. 

The paints and sundries displayed directly across 
from the room’s entrance help surround customers 
with an atmosphere of color and paint. 

This is color headquarters in Eagleville, Pa. Un- 
usual ideas like George Salter’s can make your store 
color headquarters in your city. 
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Stock control... 


The NEW LOOK in stopping 


You'll seldom have to tell a customer, “Sorry, we’re out’ if you will 


follow these plans to control inventory for fewer outs, better turnover. 


Why do customers walk out of your paint department without buying? 
Nine times out of ten it’s because you haven’t got what they want. 


And nine times out of ten if you’re out of stock it is because somebody goofed, 
in counting or ordering. More accurately, it usually boils down to poor stock 
control, or no stock control. 


If you want a new look in your paint section, the best place to start is with a 
balanced inventory. 


A diverse line, such as paint especially hitting its seasonal stride now, cannot 
possibly be ordered accurately enough from memory. A dealer who “knows what 
he has, and what he needs” without definite visual or written controls is a genius. 


The basic reason most dealers who have no stock control are inclined to fight the 
idea is human and logical: Most control plans are too cumbersome and time 
consuming to start and to maintain. 


With this in mind, HARDWARE AGE has devised two plans. 


The first plan is a visual control, requiring no initial paperwork. Nothing could 
be simpler, yet this plan, based on the maximum-minimum theory, is accurate 
enough to eliminate walkouts. 


The second plan does require a little paper work. But this has been held to the 
barest minimum, trimmed of all unnecessary detail. 


An adjunct to either of these plans, or any system you may now be using for 
stock control, is the HARDWARE AGE Pocket Want Card. These cards have stopped 
walkouts for hundreds of hardware dealers. 


See the following pages for details on Plan No. 1, Plan No. 2, and Pocket Want 
Cards. 
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Plan No. 1: Better turnover with “Profit Circles” 


You probably have heard many times about the 
maximum-minimum theory of stock control. It is 
largely a visual control, easy to start and simple to 
maintain. 

Now HARDWARE AGE has added a plan to make it 
easier to start a maximum-minimum program. This 
has been done with the paint department in mind, 
but the idea has application throughout your store. 


The idea is called “Profit Circles.” It is a quick 
method for adding max-min figures to your bins or 
shelves to serve as a permanent, visual reminder of 
inventory needs. 


Profit circles are explained in the accompanying 
illustrations. These little circles will work magic with 
your turnover rate. Properly used on a regular basis, 
they keep lows and outs to a minimum. When lows 
and outs are reduced, turnover climbs. 


Profit circles have several advantages. When thev 
have been added to bins and shelves (on tabs, signs, 
price tickets, samples, or wood or metal fixtures), you 
can delegate the inventory counting and reordering 
to a salesman, stockman, or a supplier salesman. 


One glance at the max-min figures contained in the 
profit circle tells the high and low points for any 
stock item on your shelves. A visual count of the 


How to plan for four stock turns a year 


lf your store is in the $100,000 retail sales range per year, chances 
ore you have about nine departments and three employees, as 
charted above. By setting up a similar work schedule for stock 
counting, you can hit a turnover average of four turns a year. 
Make the schedule a habit, a full stock count in each section at 
least every third month with lead time allowed for deliveries. 


Ist. 2nd. 3rd. 
Month | Month | Month 





Shelf Hdwe. 
& Fasteners 


Plumbing, 
Water Systems 





Wi: 





Toys 


Sporting Goods 


Hand & 
Power Tools 


Paint, Sundries 
Gifts 


Housewares 




















Lawn & Garden 

















Via ~First Salesperson 
MS — Second Salesperson 
M98 —Third Salesperson 


Take a dime 


Circle it with a pencil |. 


Divide it in half 


Maximum figure here 


Minimum figure here 


Repeat this operation on every bin that contains a 
staple item. 


merchandise covered by a particular profit circle shows 
whether stock is needed, and how much. 

If every basic staple item in your store had a 
max-min profit circle marked on its bin or shelf area, 
a 12-year boy could reorder your entire basic inven- 
tory with accuracy. 


Of course, management’s attention is needed. If 
a product is marked for a maximum of 12 units in 
the profit circle, and your stock man counts four 
units, chances are you would order another dozen 
units. Why? The difference between what you have 
and what you need here is eight units, an odd amount 
that might cost you a penalty for splitting a carton. 
Don’t forget to allow for merchandise in the stock- 
room. 


Or you might reduce the order to six units and stay 
under the maximum figure, providing there are six 
units to a carton. 


How to set up a schedule 


The best way to make profit circles or any system 
of stock control work is to set up a schedule. That is, 
determine how often stock is to be counted (and thus 
fix your rate of turnover) and stagger the work load 
among your employees. 

For example, you’re shooting for four stock turns 
a year in paint. This means you want to turn over 
your stock every third month. A healthy target. 

Using profit circles, you would want a visual count 
before the end of every third month in every depart- 
ment. A want book or HA Pocket Want Cards will 
cover emergencies. If you have eight or nine major 
sections in your store, and two or three employees, 
you can stagger the work load. That is, you can set 
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Stock control . . . the New Look in stopping outs 


up a schedule (see chart) that gives each person a 
couple of sections, with ample time to do the job 
right. 

Ideally, using profit circles or any other form of 
stock control, counting ought to be a continuing job. 
A little counting should be done each day. Each sec- 
tion is gradually completed on a never ending cycle. 


(Continued ) 


Many dealers schedule the first half hour of each day 
for this work. 

Once you train your sales people to be responsible 
for their sections, and set a schedule for work and 
deadline for completion, you'll find stock taking is 
easy, more accurate, and a boon to increasing turn- 
over. 





Pocket Want Cards impr 


Whether you use a maximum-minimum method of 
visual stock control, or a more detailed written sys- 
tem, HARDWARE AGE offers a valuable adjunct in 
Pocket Want Cards. 


Pocket Want Cards are a stop-gap aid that give you 
warning signals on lows and outs that occur in sea- 
sonal lines, such as paint. There will be some outs in 
the best of stock control plans. 


Dealers who insist on ordering from memory, with- 
out the aid of stock control, need Pocket Want Cards 
more than any other dealer. 


In brief, no matter what method you have for 
controlling inventory, you will have some outs. And 
these can be curbed with Pocket Want Cards. 


Pocket Want Cards have a big advantage over the 
want books most dealers have in the backs of their 
stores. The want book is often too far away for busy 
salesmen to reach, so lows, outs, and new-item re- 
quests go unlisted. 


Pocket Want Cards overcome this problem. They 
fit into shirt and jacket pockets for handy use. Your 
paint salesman can note his needs in a matter of sec- 
onds, without leaving his section or his customer. 


Each card has space on both sides for want-listings. 
Each evening, the day’s card is turned in to the man- 
ager and a new card is issued for the next day. There 
is a daily record of needed stock. 


More than a quarter of a million Pocket Want Cards 


have been used by dealers to stop sales wasted by 
walkouts. 


Stop walkouts by sending your check or money 
order for Pocket Want Cards to Reader Service Dept., 
HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, 
Pa. You get 90 cards for $1, or 600 cards for $5, 
postpaid. 


86 ¢ HARDWARE AGE, April 7, 1960 


e anv stock control svstem 





HARDWARE AGE 
Pocket Want Card 


You can’t sell it, unless it’s in stock. Write 
down here all outs, low stocks and special 
requests. Give size, color, model, etc. Take 
a new card each morning. Turn card in each 
evening. 
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Plan No. 2: Fuller control with Seasonal Profit Planners 
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Here is another form of stock control based on the 
maximum-minimum principle. This is the guiding 
principle for stock control in most of the big chain 
stores today. 

The Seasonal Profit Planner is less time consuming 
than more formal stock control plans, yet it is more 
accurate than a purely visual control. These planners 
have been trimmed bare of excess detail, by combin- 
ing supply information and stock counting spaces on 
a single, reversible sheet. 

You can put 15 items on each Seasonal Profit Plan- 
ner. Each sheet is printed on both sides, giving you 
room for 20 stock counts of the 15 items. The sheets 
fit standard three-ring binders for filing, easy use, 
and for later reference. 

Here is the information you write in, as illustrated 
above: 

A. Here you enter the name of the item. 

B. Fill in your maximum-minimum quantities here, 
based upon your experience. 

C. List sizes, colors, stock numbers here. 
































D. List supplier’s name here. 

E. Here you enter the unit selling price. 

F. Unit cost price goes here. 

G. Figure shown here is the difference between 
your stock on hand and the maximum figure shown 
in the max-min block in first column. In this illus- 
tration, stock on hand is 5 units, so the figure 7, the 
difference between 5 and the maximum of 12 units is 
listed. If your order differs from the figure listed in 
the lower half, put the quantity above the slanted 
line. This often happens to get round numbers. The 
order in this case is 6 units. 

H. Date on which order is placed is entered here. 


i ad _— 


To order, send check or money order to Reader 
Service Dept., HARDWARE AGE, Chestnut & 56th Sts.., 
Philadelphia 39, Pa. Specify Form No. 6. Fifty sheets, 
enough for 750 items, $1. Two hundred sheets, 
enough for 3000 items, $3.50. Prices postpaid. 
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Sundries a big plus... 
In the NEW LOOK 


Here is a goal for sundries: sundries 75¢ against $1 in paint 


sales. When you reach that goal, make it $1 in sundries for $1 in 


paint sales. Here is why it pays to promote sundries and tie-in lines. 


Sales of paint sundries by hardware dealers are 
reaching about 75¢ per every dollar’s worth of 
paint sold. 

According to a survey recently completed by HARD- 
WARE AGE, sundries and related items represent 
about 38 percent of total dollar sales in the paint 
section of hardware stores. 

More dealers carry paint brushes, rollers, and glass 
cutters than carry paint itself. There is a good reason 
for this. Every square foot of display space given 
over to sundries brings more return in profits than 
probably any other group of lines in your store. These 
are real bread and butter lines. 

Paint is not alone in the new look in merchandis- 
ing. Sundries makers have already begun revamping 
their lines to take advantage of the power of color 
and modern selling techniques. For example, one 
brush manufacturer recently came out with a “rain- 
bow line” featuring groupings of the best selling 
sizes in each price range. Each price level grouping 
carries its own color combination for eye appeal and 
color identification. 

Color coding, of course, is helpful to you in manage- 
ment while the attractive color combinations produce 
the extra customer interest you need for profit in the 
new era. 

There is another influence on requirements in mer- 
chandising in the next decade. We don’t normally 
think of it in this way, but the government may play 
a small role in causing the change of packaging of 
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Seashore Home Supply, Stone Harbor, N. J. 
Group sundries to help your paint section stand out. 


some materials. For instance, caulking compounds, 
putty and so on, normally packaged in pounds and 
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Suettinger Hardware, Two Rivers, Wis. 


Tie-in sales of brushes, rollers and other sundries are the bread and butter of any profitable paint section. 


ounces is being changed to packages of pints and 
quarts. This change alone may not affect you much, 
but it does point up one more influence on your dis- 
play and stockroom procedures of the future. 

Broad, deep stocks of quality sundries is a key way 
to make paint stand out in your store. Mass displays 
of applicating tools, thinners, painters’ tools, abrasive 
materials and all the other lines that make up the 
broad sundries category will attract paint purchasers. 
Mass displays also will attract customers who are not 
buying paint. 

No matter how well you merchandise these lines, 
however, the secret words to more sundries sales are 
“suggestion selling.” 

How do you stack up against the 38 percent ratio? 
Are you over or under? 

If you are not meeting this ratio, check your per- 
sonnel and yourself. Are you asking the right ques- 
tions to make tie-in sales? If you or your clerks ask 
a paint purchaser, “Do you have a brush?” instead 
of “Do you have a clean brush?” then some sales 
training is in order. 

There is another way to boost sundries sales. 

Set a goal. If you want to be conservative at first, 
set a figure of 75¢ worth of sundries for every $1 
worth of paint sold. Push it up if you are already 
meeting the 38 percent ratio. Make your goal a $1 
for $1 ratio. Offer some sales incentives for your 
personnel, give them this goal to shoot for and you 


will capitalize on a proven profit maker. 

Suppose you have modernized your paint depart- 
ment, streamlined your thinking on sales approach, 
introduced modern management methods, all to make 


Wall and shelf coverings are a natural related sales item 
with paint. Many redecorating projects call for just such 
material to complete the job. 


Hinz Hardware, Milwaukee, Wis. 
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Sundries a big plus in the paint section new look 
(Continued ) 


paint stand out in your store. Now what? 

Now look at your second plus factor. Related sales 
with paint of other merchandise through the power 
of color. 

Power-up your store-wide tie-in selling with inti- 
mate knowledge of color and its relationship in the 
minds of your customers. Housewares, a $4 billion 
market, are on every woman customer’s mind when 
she considers repainting the kitchen or bath. The 
endless variety of colors available to her and the 
colors she already has must be compatible with her 
new decorating scheme. 


If your personnel is trained in suggestion selling, 
many dollars in seemingly unrelated sales can result. 
For example, if a customer is redoing the kitchen, 
your clerk can suggest a new plastic waste basket or 
wall can opener to fit the new decor. 

There are infinite possibilities for tie-in sales with 
paints that are more natural in our present way think- 
ing. Builders’ hardware, floor coverings, electrical 
fixtures, power tools, other decorating products, such 
as wallpaper. Just about everything in your store is 
a natural adjunct to a repainting project. That is 
why paint ties your entire store into one big home 
color planning center. 


Group sundries to make your paint section stand out 


4 





Construction Fig. | 


Cabinet, 142-in. plywood on 2x4 in. frame. 
Sliding doors, %4-in. plywood on metal tracks. 
Top step shelves, % x ™% in. plywood with legs 
attached by steel angle brackets. 

Bins, 8 or 4 in. high glass with spring-metal 
clips, about 50 running feet in all. 

Finishing, Grain filler and sealer, light sanding, 
several coats of hard enamel. 

Joining, Screws instead of nails when possible. 
Countersink screws, cover marks with wood 
putty or plastic wood. 

Bag holders (trash bins), Hinged, pull out of 
sides columns. 

Shadow boxes, Perforated paneling with pine 
frames. 


Construction Fig. 2 


Framing, Use 1x6 in. framing at top and bottom 
to support % or % in. plywood to height of 
about 7% ft. 

Light strip, 1x6 in. pine attached to column 
by 3 in. dia. pipe flanges and 14 in. sections of 
14 in. pipe. Thin line lights are fitted to under 
edge. 

Joining, Use screws to join plywood and fram- 
ing. Use wood putty for marks. 

Finishing, Grain filler and sealer, light sanding 
and several coats of hard enamel. 








Here is how to get the effect of mass 
display in a small area by pulling 
together sundries in one spot. 


Is your display space limited? 

You are not alone if that is the case. You may 
be surprised if you add up the square footage of 
space taken up by widely scattered displays for sun- 
dries and related items. You can save space and give 
yourself a better chance to sell more sundries if you 
group them all in one compact area. Grouping will 
also help your paint section dominate the store. 


The display unit on the opposite page may not end 
all of your scattered display problems. And, it is not 
a unit that you can build in a few hours at low cost. 

The main purpose of the unit is to point up how 
you can get a mass display effect with sundries by 
grouping them all in one spot. 

This modern looking unit takes up 45 sq ft of floor 
space while making use of a column. It requires a 
little less than 150 sq ft of %-in. plywood, and less 
than 200 sq ft of %4-in. plywood. You will need some 
bin glass, clips for the glass, lighting fixtures, paint, 
runners for sliding doors and several kinds of fast- 
eners to do the job. 

The job shouldn’t cost you more than $100. It 
shouldn’t take two men more than a week to build. 

The 3 x 6 ft fixtures on either side of the column 
can be moved. It is a simple matter to relocate them 
overnight if necessary. 
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The NEW LOOK in the market... 


new paints, new uses mean more volume 


New uses and new types of paint have pushed the market up, up, up. 


Promotions and salesmanship are keys to a dealer getting his share of volume. 


Things are moving fast in the paint market, but 
there is one constant: Paint and sundries sales poten- 
tial for the individual hardware dealer is limited only 
by his willingness to change to meet the new market 
conditions. 

An example of just how fast paint is moving can be 
seen in one situation. Not so long ago a large manu- 
facturer took some marketing data and projected it 
into 1961. The projection was quite optimistic and 
viewed in some circles as farfetched. The predicted 
production of paint for 1961 was almost reached in 
1958 and far surpassed by 1959. No one could foresee 
the quick changes that have taken place in recent 
years. 

In terms of dollars, trade paint sales cracked the $1 
billion last year for the first time. 

According to a survey by Hardware Age, the average 
annual paint and sundries volume for hardware deal- 
ers who participated was $13,842. Paint and sundries 
represented almost 20 percent of total volume done by 
these dealers. 

How does your store shape up with these averages? 

Suppose every one of the more than 41,000 hardware 
dealers in the country boosted volume by 5 percent. A 
dealer can do it by sparking up the paint section a 
little. Imagine what would happen to the total market 
figure covering sales. Now, consider the home owners, 
commercial and industrial accounts you could have 
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reached last year and didn’t. Multiply that figure by 
41,000. 

The conclusion: There is still a lot of paint to be 
sold. 

Paint industry people, dealers included, have been 
raising a hue and cry about materials, like aluminum 
siding and other so-called permanent coverings, cut- 
ting into the paint market. Even while the complaints 
were being heard total paint sales (trade sales plus 
industrial sales) for 1959 shot up 9.4 percent, to fall 
only a little short of the $2 billion mark. 

A number of reasons are behind the rise of paint 
sales in recent years. 

For instance, water thinned acrylic paints for ex- 
terior use have suddenly come to the fore after many 
years of intensive testing by manufacturers. Sales of 
acrylic latex paints alone zoomed 30 percent in 1959. 
According to an estimate by Rohm & Haas Co. acrylic 
paint along with polyviny! acetate and butadiene sty- 
rene types constitute a 60 million gallon a year market. 

Aerosol paints have boosted paint sales considerably 
in recent years. They are one example of how a com- 
pletely new idea can change an entire concept of mer- 
chandising. 

Aerosol production of pigmented and metallic paints 
rose from 1%4 million units in 1951 to 30% million in 
1957. Because all size cans are included in the total an 
average price per unit is set at $1 retail. Retail sales 





of aerosols in terms of dollars, then, match production 
figures for a total of $3014 million in 1957. (See 
aerosol production breakdown by year.) 

One supplier ventured a guess that a good propor- 
tion of paints and lacquers may be water thinned by 
the late 1960’s. No matter what happens, paint makers 
are working like beavers to further improve their 
products and broaden your market potential. 

Action is also being taken in another direction. 
There is talk of promotion efforts being made to get 
builders to paint surfaces previously never coated. 

For example, the undersides of enclosed stair cases 
and wall studs are seldom if ever painted. Promotions 
point out that these surfaces should be coated to pro- 
tect them from moisture damage and thus give the 
building a longer life expectancy. Dealers might con- 
sider making this suggestion to builders in their 
community. 

Paint products will continue to improve, but who is 
going to buy all this improved paint from you? 

Here are some examples of the market to be reached 
with the right promotion approach and salesmanship. 

The big market is the home owner or do it your- 
selfer. Surveys show that although three out of four 
families do some painting over a three year period, 
upwards of 15 million homes do not get a good coat of 
paint within a six year period. 

One market that has been growing steadily in this 
era of increased leisure time is the marine business. 
More than 5,675,000 boats will be shined up and re- 
finished between now and June 1. It takes plenty of 
paint to cover that many boats, not to mention other 
equipment. 

The industrial, commercial, and municipal market is 
often overlooked by dealers. If you feel timid about 





How aerosol paints have grown 


Number 
Year of units sold 


1957 30,525,954 
1956 19,584,468 
1955 7,723,368 
1954 8,203,687 
1953 8,256,632 
1952 4,487,408 


195] | 780,658 


Figuring an average of $! retail per unit retail sales 
figures are the same in dollars as the production figures 
above. 


Figures are from a survey by the Chemical Specialties Manufacturers Assn., 
nc. 


When customers buy paint 
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20 40 60 80 100 120 
Figures from Coofings, a National Paint, Varnish & Lacquer Assn. 
publication, taken from Department of Commerce figures. 


Here are the dollar sales figures of retail paint, 
by months, for the past three years. Sales in 
1959 were $1,056,400,000, a 6.1 percent increase 
over 1958. These figures are helpful in planning 
a paint section quota, by comparing a store’s 
flow of sales against national average figures. 


approaching a big local manufacturer or a city depart- 
ment head, forget it. You have as much chance to land 
those accounts as the next fellow. 

You can drum up a lot of business through personal 
calls, direct mail, phone calls, and advertising. Get 
busy with your credit lists and any other source of 
prospects’ names you can think up. Your volume will 
grow with each effort to reach any segment of your 
market. 
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Color counseling .. . 


The key to NEW LOOK profits 


Advice on color decorating is the key to helpful service in the paint 


section. Here is how you can use color counseling to make more profits. 


Color knowledge is product knowledge in the paint 
section. 

Keep this thought uppermost in mind as you re- 
appraise your paint department. Color knowledge 
will help you equip your store for the new look in 
paint merchandising. 

Your sales people are the key to more sales through 
color. 

Are they equipped to advise customers on color 
selection? 

Can they translate a customer’s uncertainty in color 
combinations into a paint sale? 

If not, your staff needs some product (color) 
knowledge meetings. 

You may have an expert, or you may be an expert, 
on the quality of paint and how to use it. This is not 
enough today. Someone must be able to step in and 
help customers with color problems. This someone 
must be able to offer this help with authority and 
confidence. 

Most of your customers know they are not color or 
decorating experts. They rely on their hardware 
dealer for direction in making color choices. So, give 
them the guidance they want by offering a “Color 
Counseling Service.” 

A color counseling service sounds impressive and 
it costs practically nothing to set up. All you have to 
do to start such a service is: Pick an employee for 
the job; help assemble some color facts to get the 
employee started; give the employee a title; set up 
a counseling area; advertise your service. 
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Here is how to go about setting up the program: 

(1) Find an employee who is interested in color 
and decorating trends. The chances are that a woman, 
probably in your housewares section, has an excellent 
sense of color. She may be the employee to head up 
your color counseling service. Make her your color 
expert. 

(2) Help your expert assemble material on the 
basics of color. Many books are available on the 
subject. For example, the third section of Hidden 
Power called “Color ... and How To Use It” has 
just come off the press.* This book covers everything 
from the history of color to how you can make more 
money through color. 

If you have picked the right person for your 
counseling job, she will only have to scan a few books 
like Hidden Power to learn the basics. Before you 
know it she will know the difference between con- 
trast and complimentary colors; relationship of hues; 
and many more advanced principles, like the psy- 
chology of color. Incidentally, the psychological effects 
of color on people and its power to create certain 
moods in the home, store, or industry is an important 
subject these days. 

Chances are your color expert already knows a lot 
of basic color facts. Once she has sharpened her per- 
ception, suggest that she attend home shows to see 


*"Color . . . and How To Use It" is one of four sections of "Hidden Power’’ 
Sales Training Program published by the National Paint, Varnish & Lacquer 
Assn. You can get a copy of the Color section by —s to the association 
at 1500 Rhode Island Ave., N. W., Washington 5, D. C. Price: $3. 
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Color counseling . . . the key to New Look profits 


Customer's problem: Ceiling of room is 
too low. 


Your Color Counselor’s answer: Ceiling 
should be painted a light color while small 
area of wall should be darker. This styling 
will give the room a more spacious appear- 
ance. 


Customer's problem: Ceiling of room is 
too high. 


Your Color Counselor’s answer: Paint the 
ceiling a darker color. Walls should be 


lighter in color. This tends to make the ceil- 
ing seem lower. 


the latest decorating schemes. She should also stop 
in at department store furniture sections. Get her 
to subscribe to shelter magazines. They are another 
good source of color and color trend information. 

(3) Give your color expert a title like “Color Coun- 


selor.” A definite identification will make customers 
respect your expert and give your service prestige. 
Keep in mind the value of this service you will be 
offering. Make sure you have given your counselor 
enough incentive to do the job effectively. 

(4) Set up a color counseling headquarters area. 
A good spot would be next to your colorant dispenser 
or the color bar. You can get the most from your 
color service area by making it stand out. Also, your 
counselor needs such an area as a base of operations 
where she can get off to the side with the customer. 

Above all, make color headquarters a pleasant place 
for the customer to be. Perhaps it should be pro- 
tected somewhat from the general fiow of traffic. 

(5) Let your customers know you offer a color 
service through advertising and promotion. You 
could include in your paint ads the slogan: “Do you 
have a color problem? Ask our Color Counselor.” Or; 
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“We offer a complete color service—counseling, color 
chips, decorating books, and 2000 colors from which 
to choose.” 

Regardless of how you say it, the color service can 
be the difference between a mediocre paint section 
and a high volume, profitable one. 

You will find it worthwhile to promote your service 
with signs in the store. Put some spots in the win- 
dows in peak months, perhaps some spinners, and 
above all, a large sign in the paint department at 
color counseling headquarters. 

Keep one thought in mind. Your color counseling 
service is not restricted to the paint department. 
Color is a power behind the sale of products in prac- 
tically all departments. Look at what has happened 
in housewares. Plastic dinnerware, wastebaskets, cut- 
lery and cookware come in a selection of colors. Hand 
tools are available in colors to attract women. Build- 
ers’ hardware, like doorknobs, now come with replace- 
able inserts so they may be changed to fit the decor 
of the room. Plumbing fixtures, kitchens, toilet seats, 
electric light bulbs and sporting goods such as guns 
also come in many colors. 
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Color... 
The power behind the NEW LOOK 


For more turnover and profit in paint, keep posted on color trends 


in home decorating. Here is how your store can become color headquarters 





Color—its trends and effects— 
are the power behind the new look | How 11 color families ranked in four years 
in paint merchandising. Up to date 
information on color means more ” 
oralite foe yee. Colors are ranked according to percentage of refill 

Turnover and color go hand in | orders for each of 70 colors called “‘Key Indicators.” 
hand. You now have a powerful PR eae ae ee ae Ce 
new color sales tool available to you RET OR eee 
in the colorant dispensers. With 
one of these units you can offer up- | Color 1956 1957 1958 1959 Trend 
wards of 1200 different colors. To- 
day’s paint industry also offers Beige and brown 14.82 % 15.12% 17.06% 18.60% Up 
plenty of information on color | : , 
trends. Armed with such informa- Blues 14.55% 13.48% 13.49% 15.85% Up 
OG, AOS SORES, FOR. APS + nals 12.35% 12.72% 13.04% 11.61% Down 
never be caught short by an unex- 
pected demand for a given color. 

Color trends are a strange para- 
dox. A color trend is based on sales | Greens 11.31% 11.34% 10.47% 9.239% 
which in turn are the result of 
trends. It has been noted that color | Yellows 12.57% 11.60% 11.04% 9.36% 
trends seem to start in fields such 
as women’s fashions and then filter | Peaches and corals 5.10% 9.07 % 5.69% 5.73% Up slightly 
down through home furnishings to i i i 4 
paint. Off-white 4.55% 5.69% 5.31% 9.08% Up slightly 

You have an advantage if you 
or your color counselor trace the 
trends as they develop. With this 
in mind, you might be able to start 
a trend of your own through pro- | Yellow-greens 3.99% 2.94% 2.63% 
motion of a color just starting in 
other areas. (Continued ) 


Blue-greens 10.85% 10.76% 11.44% 11.06% Down slightly 
Down 


Down 


Roses and taupes 5.95% 5.95% 5.18% 5.06% Down slightly 


Grays 4.28% 4.34% 4.82% Up 
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Color ... the power behind the new look 


(Continued) 


The paint industry has been a leader in recent years 
in color merchandising. More firms are supplying 
useful color information in the form of color survey 
reports. These reports help you sell more paint. 

California Ink’s Colortrend Report, Benjamin 
Moore’s Color Research Report, and the Color Prefer- 
ence Report from Color Corp. of America are some 
examples of increased activity in color coverage in 
the paint field. 

Regardless of the source of information, reports on 
color are valuable to you. Check your supplier. He may 
have such information available on a periodic basis. 


Sources of color information 


A good source of color information in other fields 
is shelter magazines. Better Homes & Gardens, Liv- 
ing for Young Homemakers, Good Housekeeping, 
House Beautiful, House & Garden, Interiors are ex- 
amples of magazines that give information on trends. 

A fast look over the various forecasts indicate that 
decorating in 1960 is expected to call for blues, greens, 
reds, purples and some neutrals. These are not neces- 
sarily the paint colors that will be called for this year. 
Matching paint for furnishings bought a few years 
ago will still be in high demand. 

You can make every promotional dollar count if you 
concentrate on colors currently in the public eye. Aim 
your promotions at the women. Keep your color 
service in the minds of all your customers through 
constant promotion. Capitalize on color in outside 
coatings like marine finishes. They are all sold largely 
on the strength of color. 


Paint should be color leader 


The new look in paint merchandising has develop- 
ed through concerted effort by the entire paint 
industry. You are part of this industry and you can 
help the effort to put color merchandising leadership 
where it belongs—in paint. 

As Walter H. Olson, vice-president of merchandising, 
Rockcote Paint Co., said in his address before the 
Retail Paint & Wallpaper Dealers Assn. in Chicago, 
“Color merchandising (of paint) has come farther in 
the last few years than in all other years since paint 
was introduced. There are more colors available to 
more people than ever before. The start (in paint 
color merchandising) has been most overwhelming, but 
it is only a start—just think of what can yet be done.” 
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Here is a report on 


Here are some advance tips from the 
Color Preference Report coming out in May.* 

Color Preference Reports, by Color Corp. 
of America, are broken down regionally. Re- 
ports come from dealers nationwide in a 
continuing survey. 

Nationally, these are the colors being 
purchased most often: 

Shades ranging from pale beige to browns 
are still the top groups bought in custom 
mixed colors. Greens are second, with deeper 


The top colors for 1959-60 


Light turquoise Mauve 
Blue-green Beige 
Medium turquoise Yellow 
Medium beige Peach-rose 
Pale beige Coral 


shades gaining. Yellows are increasing. Pinks 
have dropped. Blues remain unchanged. 

Regionally color preferences are: 

East—Greens, blues, and blue-greens, into 
very deep shades. Yellows surged strongly 
in warm shades. Mauve remains popular and 
newcomers are beige and orange. 

Midwest—Deeper blue-greens with blues 
and greens. Pinks declined while peach-to- 
orange increased. Yellow dropped off while 
mauve and beiges increased. 

South—Greens, some very deep. Beige 
popular and blue-greens. Mauve and yellow 
were individual favorites. Blue and pink de- 
clined. 

Texas—Blue and beige are strong while 
turquoise is not so favored. Mauve and sunny 
yellow are favorites. Deep greens are new. 

Southern California-Arizona—Beige leads 
with blue-greens next. Warm peach-rose high 
while yellows are in golden shades. Pale- 
yellow greens are new. 

West—Mauve and pink have dropped. 
Beiges, blue-greens and yellows are tops. 
Blues declined as deep greens increased. 

Northwest — Increase in pink-into-peach 
shades and golden yellows. Mauve decreased. 
Beige still tops with blue-greens. Greens shift 
to dark shades. 


*You can get cone copy of the Coior Preference Report for 
Fall-Winter 1959-60 at no charge by writing to: Color Prefer- 
ence Report, Dept. HA, Sayre & Francis Sts., Rockford, Ill. 
Yearly subscription for two six month's reports is $5 











colors currently in favor with paint customers 


Based on the Color Preference Report 
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This map shows the best selling paint colors in each region of the United States during 
1959-60. The numbers in the boxes are code numbers for each color. Asterisks mean 
that these colors were one of the 12 most bought colors in the summer-tall of 1959. 
Check marks indicate colors that remained favorites in the report for fall-winter. Top 
12 colors and their corresponding code numbers shown in the blocks above are: 


41-6 light turquoise 9-60 medium beige 19-13 yellow 41-5 medium turquoise 
34-40 blue-green 13-54 pale beige 3-5 peach-rose 5-3 coral 
41-3 medium turquoise 69-5 mauve 11-59 medium beige 15-50 beige 


Some of the currently favored color numbers do not appear in the map because they 
were colors that were not yet in favor last fall. Color numbers that do show on the 
map but not in the top 12 listed here dropped from favor in the newest report. These 
colors included a dark blue, two light yellows, two pinks and a beige. 








How you can organize a paint-up campaign 


To keep pace with the new look, ington 5, D. C., to get a kit on 
create your own markets with the campaigns. 
help of national promotions. Here (3) Dress up your store. 
is what you can do about organiz- (4) Be active on a working com- 
ing a successful clean up-fix up- mittee. Avoid appointments to jobs 
paint up campaign in your com- in the spotlight. 
munity: (5) Be willing to donate mer- 

chandise as prizes. 

(1) Present your idea to your (6) Watch the progress of the 
business, civic or luncheon group. Program carefully from behind the 
Suggest the campaign without go- scenes. 
ing into detail. 





>>> 
(2) Write to the National Clean Tp, Robin is the symbol of the Na- 


rage ggg ge arg tional Clean Up-Paint Up-Fix Up PAINT UP-FIX UP 


campaign. 
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Colorant dispensers... 


A way to get the NEW LOOK 


The New Look in the paint section is a colorant dispenser. Here is 


a review of this new development in paint merchandising to help 


you decide if you can use such equipment to increase sales. 


Paint colorant dispensers have come of age. Once 
a novelty, they now create a definite impact on the 
new look in paint merchandising. These machines 
are expected to play a big role during the ’60’s in 
paint merchandising. 

Regardless of the future of colorant dispensers, it 
is important to remember one thing: They are now 
primarily a merchandising adjunct to the well 
rounded paint department. The dealer who has a 
machine will still find plenty of use for a short line 
of fast selling ready-mixed paints as well as some 
stock of packaged colorants other than machine 
formulae. 


Experience shows dealers who do more than $3000 
worth of paint business a year may find use for a 
colorant dispenser. 

The best source of information on colorant dis- 
pensers is your paint supplier. Check with the rep- 
resentative for details on the program and get an 
idea of how a machine could apply to your particular 
business. 

Records are sparse on the actual increase in sales 
experienced by dealers after putting in a dispenser. 
However, one paint firm ran a check on 30 dealers 
in a midwest city. It found that after six months 
these dealers had an average increase in sales of 20 
percent. 

A few dealers report no noticeable change in paint 
volume after installing a machine. One midwest 
dealer reported he noticed no appreciable gain in 
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volume after the installation of each of his three 
machines. He carries three major lines of paint. 
The success or failure of dispensers to produce more 
sales can only be judged on an individual store basis. 
Dispensers attract traffic from other sections of 
the store through color and action. They must be 
used as a merchandising tool if the dealer is to get 
the real value of the machine. 

Dealers normally get dispensers through their 
paint supplier. If the supplier does not offer one, a 
dealer could get one of several machines offered by 
independent makers. These units can be adjusted 
to fit most colorant systems. 

Most manufacturers make their machines avail- 
able to affiliated and noncompeting paint makers. Of 
course, every dispenser is calibrated to each company’s 
specifications. Companies who specialize in making 
machines sell oniy to or through paint makers. Some 
others sell directly to dealers. Dispensers come in 
manual, semi-automatic, or automatic versions. 

They all offer the same advantages in reduced in- 
ventory, increased color selection and neater han- 
dling of colorants. The simplist manual dispenser 
costs $25, but, most range up to a few hundred dol- 
lars. Fully automatic machines go to about $3200. 

Rental plans are available on some machines at 
around $28. Others have only a maintenance charge. 

Maintenance on manual and semi-automatic can 
usually be handled by the dealer, or an appliance 
serviceman. Some machines come in replaceable 
sections so the dealer just lifts one section out and 





drops in a spare. The supplier salesman takes it 
from there. Makers of automatics keep a service 
man in every area of the country to prevent loss of 
sales through breakdown. 

Space requirements vary widely. Automatics can 
take up 2% x 4% ft of floor space while counter 
manuals might measure 28 x 30 in. and up. 

Operation of machines range from dropping in a 


perforated card on automatics to pushing a lever on 
manuals. In most cases the operator must follow a 
formula card to get the desired color. 

The heart of the colorant dispenser is the colorant 
system. Merchandising aids that come with the ma- 
chine do as much to attract traffic as the machine 
itself. A dispenser could be the focal point of your 
color center if you can justify the need for one. 


Here are dispensers available to dealers 


There are 15 versions of colorant dispensers currently 
available to hardware dealers through paint suppliers 
or from dispenser manufacturers. The highlights 
of these different dispensers are presented herewith 


Adelphi’s Redi-Tinter 


Adelphi Paint & Color Works offers a manual! dis- 
penser called Redi-Tinter shown here without hous- 
ing. It is sold to Adelphi dealers, and to paint manu- 
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facturers for use by their dealers who do not com- 
pete with Adelphi dealers. There are 1000 formulas 
available for the 11 colorant system. The hood, 
housing the machine, is 28 x 28 x 28 in. Price to 
dealer is $395. The metal and plastic unit dispenses 
1/96 oz of colorant at a time. A color chip rack is 
part of the machine. 


Autoblend’s Color Gun 


The Color Gun dispensing system of Autoblend 
Products Co., in several variations. is available to 





to give dealers the major facts of this latest equip- 
ment in the paint section. For complete details as to 
models available, purchase price of rental, service 
facilities, merchandising aids, see your paint supplier. 


paint makers, and dealers. The Color Gun is in- 
serted into a valve of the canisters and withdraws 
colorant. Colorants can be dispensed, one after the 
other without cleaning the gun. The gun, with a 
manual agitation dispensing unit in a nine colorant 
system, costs $117 or $135 in a 12 colorant system. 
A dealer with four lines of paint could cover them 
all for $379.30 in Color Gun equipment. Autoblend 
also offers a power adjutated dispenser. Canisters 
can be used in trays (shown) or they come on a 
circular cabinet. Each canister is a separate unit. 


Armstrong’s Roto-Tinter 


The Colortron Roto-Tinter by Armstrong Paint & 
Varnish Works is available to Armstrong dealers 
and non-competing dealers. The metal unit provides 
420 colors in a nine colorant system. Cost to dealers 


is $25. The unit is 18 in. in diameter and 10 in. 
high. Colorants are spooned from quart cans, with 
two different sized spoons in each can. A quart 
can of anti-oxidant in the unit keeps colorants fluid. 





For descriptions of more dispensers, please turn the 
page 
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Colorant dispensers ... a way to get the New Look 


Baltimore’s Colorphonic Unit 


The Colorphonic manual dispenser is available 
from Baltimore Paint & Chemical Corp. It is li- 
censed exclusively to Gleem and Wall-Fix Paints and 
Murphy Paints for distribution. The unit uses 10 


we eins 


colorants to produce 1000 shades. Colorphonic is 
2 ft across and 16 in. high. Colorant is shot from 
the dispenser by a hand operated plunger. 


DuPont’s Color Master 


The DuPont Color Master dispenser uses a new 
mechanical dispersing method. The manual counter 
unit dispenses colorants for most bases in 1/64 to 


(Continued ) 


4 oz in one shot. This metal unit is about 28 in. in 
diameter and has 15 colorant canisters. Color pro- 
gram includes 357 take-home color chips, and more 
than 1000 colors available in formula form. 





What Dealers Think About Paint Machines 


by James L. Hobart 
General sales manager 
Devoe & Raynolds Co., Inc. 


Editor’s note: This article was prepared 
especially for HARDWARE AGE by Mr. 
Hobart. The material was taken from a 
dealer survey conducted by Devoe & 
Raynolds. This is a correlation of com- 
ments most frequently made and repre- 
sents a cross section of dealer opinion of 
paint colorant dispensers in general. 


Do paint machines really help sales? 

Is the initial cost too high? 

How do paint machines compare with ready-mix, 
tube derivative, or other color systems? 

Recently hundreds of Devoe dealers expressed 


102 © HARDWARE AGE, April 7, 1960 


themselves on these questions by commenting on 
“Paint machines—their effect on the paint retailer.” 

Here is a summary of their answers: 

Six disadvantages of paint machines mentioned 
by most dealers who do not favor machines (the 
minority) are: 

(1) Initial cost. Dealers, especially those whose 
paint sales volume is small, feel that the initial cost 
of a paint machine is prohibitive, and even rental 
may not be warranted by additional sales. 

(2) Volume limitations. Paint machine limits 


dealers’ ability to serve more than one customer at 
a time. 


(3) Too much color choice. Wide choice of colors 
offered by paint machines confuses customers. Deal- 
ers prefer to concentrate on a smaller number of 
standard colors. 

(4) Customer skepticism. Customers are satisfied 
only with ready-mixed paints and are skeptical of 





Fischer’s Standard Counter Model 


This standard counter model No. 233 is one of six 
manual dispensers offered by H. G. Fischer & Co. 
to paint manufacturers. A 1200 color system with 
merchandising aids for Fischer machines is provided 
by California Ink. No. 233 has plastic dispensers 
and costs about $300 less than the $900 stainless 
steel deluxe floor model. All units dispense 1/48 
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to 1 oz from a choice of a 6 or 12 colorant system. 
Floor models are 4034 in. in diameter and are about 
59 in. high, without the top display. 


Harbil’s Manual Dispenser 


There is no color program connected with this 
manual dispenser from Harbil Mfg. Co. Harbil ma- 
chines are available to anyone at $585 for the 12 
canister model, and $786 for 16 canister unit. It 
takes up 32 x 36 in. of floor space and is 6 ft high. 
This unit uses a foot pedal for ejecting colorant in 
shots of 1/64 to 2 oz. 


For descriptions of more dispensers, please turn the 
page 





the dealers’ ability to rematch colors by any method. 

(5) Additional sales training. Is necessary and 
the possibility of errors with inexperienced person- 
nel is feared. 

(6) Influence of price competition. Dealers in a 
price market feel that paint machines will not help 
them meet competition based entirely on cost of 
paint. 

Seven benefits of paint machines mentioned most 
by dealers who favor paint machines: 

(1) Greater color selection. Gives customers a 
wider selection of colors. This helps sales, especially 
with women buyers. 

(2) Quick delivery of special colors. Some deal- 
ers place special orders when customers want a color 
that is not in stock. Paint machines enable them to 
fill special orders immediately. 

(3) Better color matching. Matching a color can 
be done more accurately with a paint machine. 

(4) More time with customer. Is an advantage. 
While the machine is operating, deaiers discuss the 
customers’ needs or suggest related items. 

(5) Smaller paint inventory. Avoids large in- 
ventories of different types and colors of paint. Also 


excess stocks of discontinued colors are avoided. 

(6) More convenient use. Paint machines are 
easier to use because they eliminate handling of 
paint or tube colors. 

(7) Eliminates problem of overmix. Color ma- 
chines overcome overmikx, i.e., excess quantities that 
may crop up with intermixes. They point out, for 
example, the difficulty of a 4 to 1 intermix. When a 
customer needs one gallon of this color, he must 
either buy five quarts or the dealer is left with ex- 
cess paint. 

Paint machines as a supplement. Some dealers 
feel that paint machines are best used as a supple- 
ment to other systems. . They suggest, for example, 
that the machines be used only to fill orders that 
cannot be filled from ready-mix stocks. Paint ma- 
chines, in their opinion, should not be used alone. 

Summary. Taking the Devoe dealer comments in 
total: Retail paint dealers, including hardware 
stores, building supply yards, and paint stores, are 
sold on the value of paint machines; but they do 
have reservations, especially when paint sales vol- 
ume is small. For some of them, paint machines 
look like a good supplementary way to sell paint. 
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Colorant dispensers... 
(Continued ) 


Martin-Senour’s Colorobot 


Colorobot of Martin-Senour Co. provides a basic 
collection of 3000 colors from eight colorants and 
sells for about $3000. This fully automatic dis- 
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penser takes up 2% x 4% ft of floor space. It is 
operated by dropping a color coded punch card into 
a Slot. It meters colors out in units less than one 
cubic centimeter up to 10,000 centimeters. Parts are 
replaceable and obtained from distributors. 


Rockcote’s Manual Tint-A-Matic 


This manual dispenser, Model MA-1 Tint-A-Matic, 
is a stablemate to a new automatic unit of Rockcote 


Paint Co. 


The new automatic replaces the original 
Tint-A-Matic. This unit, as are all models, is avail- 
able to Rockcote dealers, and to other dealers 


through licensed manufacturers. 
$900. 


Price is below 
MA-1 offers 700 colors while the automatic 
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provides 1200 colors. Delivers colorant in shots 
from 1/16 up to 4 oz. Tint-A-Matic takes up 30 in. 
of counter space and is 35 in. high with nine colorant 
canisters. Colorant delivery is made by turning a 
wheel. 


McCarty’s Color-Ometer 


Pumps in this system can be mounted on stand- 
ard gallon containers, individually or in groupings 
of 12 pump units. The system, from McCarty Paint 
Co., is based on eight colorants. A 12 pump group- 
ing costs manufacturers $595. This unit is cali- 
brated to dispense in 1/160 oz and provides 2176 





colors. A lazy Suzan table for 12 unit sets comes 
for $75. Pump units can be bought separately. This 
dispenser is used with the Universal Color System, 
and Universal Color Corp. is sales agent. 


Sherwin-Williams’ Kem Colormeter 


This automatic counter model Kem Colormeter is 
34 in. high in less than 2 sq ft. It is made by Sher- 
win-Williams Co. for its franchised dealers. The 
Colormeter offers a 10 colorant system with 1110 


formulas. One motor operates the turntable and 
agitators. Colorants are dispensed from 1/32 to 1 
oz. All controls are grouped. This unit, with varia- 
tions in appearance and colorant setup, is also used 





by Sherwin-Williams affiliate companies: John Lucas 
& Co., Benjamin Moore & Co., Enterprise Paint Mfg. 
Co., and Martin-Senour Co. Price of the machines 
varies according to the system, but ranges around 
$1100. 


Sapolin’s Fashion Color Blender 


Some 500 color formulas are dispensed by the 
Fashion Color Blender available on lease to dealers 
from Sapolin Paints. This machine is fully auto- 


matic, available to dealers in non-conflicting terri- 
tories. There are 10 colorants for the 500 color 
formulas. This cabinet model blender stands 3 ft 
high, and measures 32 x 32 in. Automatic color mix- 
ing takes from one to 30 seconds. 


Standard-Toch Color Carousel 

Color Carousels are automatic dispensers, avail- 
able in three styles: console and counter models. 
Counter models vary from one gallon to five gallon 
sizes. All three, from Standard-Toch Chemicals, 
Inc. work the same. Available to Standard-Toch 
dealers at no charge, and to other paint manufac- 
turers on a franchise basis, the models each offer 


nearly 5400 color formulas. Minimum dispensing 
unit is 1/93 oz. Maximum is 11 oz. 


Sepe Dispens-A-Color Matchmaker 


A manual, bench model dispenser called Dispens- 
A-Color Matchmaker Model 400 is marketed by Sepe 
Bros., Div. of Rocket Jet Engineering Corp. Avail- 





able to dealers, this counter unit measures 24 x 24 
in. Its 12 canisters, each with 142 qt capacity, gives 
more than 1000 formulas with increments for any 
color system. Dealers select increment, raise and 
depress plunger, and the batch is ready to mix. 


Vanguard Dispenser 
There are six Vanguard models priced from $595 
for a counter unit to $890 for a deluxe cabinet model. 
They can be rented from $13.50 to $19.50. They 





come in 9 or 12 colorant models with a Color-Cor 
system of 720 colors. Dispensing increments are 
from 1/32 to 2 oz. All models have baked enamel 
finish, are 24 in. deep and 54 in. high. The deluxe 
model comes with a 30 in. high cabinet. These units 
are made by Vanguard Div. of Color Corp. of Amer- 
ica, and are sold through licensed manufacturers. 
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HARDWARE AGE 


PAINT AND SUNDRIES 
Merchandising Guide 


New market study shows 


Paint and Sundries sales patterns 


A study of paint and sundries sales pat- 
terns recently completed by HARDWARE AGE 
shows that paint and sundries account for 
18.7 percent of total hardware store sales 
volume. This amounted to $23,541 per 
store, in stores with $50,000 or more in 
total annual retail sales per year, in 1958. 

The HARDWARE AGE study measured the 
amount of business done by dealers in 
selected paint and sundries lines. Some of 
these items are shown in the accompanying 
table. It is emphasized that the items in 
this study were selected on the basis of 
general interest. 


Major dealers get bulk of sales 

The selected list shown here is made up 
of items and lines carried by 65 percent 
or more dealers with total yearly sales of 
$50,000 or more in all lines. Other product 
lines not listed may also be carried by more 
than 65 percent of dealers. 

These major dealers in the study account 
for 72.8 percent of the total paint and 
sundries sales in hardware stores. 

This total figure for paints and sundries 
amounts to $533,253,040. The study also 
shows that 95.9 percent of all major deal- 


Percent of dealers* handling 
certain selected items 


Paint brushes 

Glass cutters 

Paint rollers 

Paint 

Varnish 

Paint removers, liquid 
Turpentine 

Steel wool 

Shellac 

Caulking compounds 
Brush cleaners 
Painters’ tools 
Coated abrasives 
Caulking guns 
Linseed oil 

Aerosol paints 

Blow torches 


Electric paint removers 


99.3%, 
98.3%, 
97.8%, 
96.4°/, 
96.2°, 
96.2°%/, 
96.2°/, 
95.9%, 
95.4%, 
95.2%, 
93.3%, 
93.0%, 
92.0%, 
91.5%, 
90.2%, 
88.7%, 
77.2%, 
65.9%, 


ers sell paints and sundries. 

This study is one of a continuing series 
of product surveys sponsored by HARD- 
WARE AGE to develop useful information on 
the hardware market. This study was 
made by National Analysts’, Inc., Phila- 
delphia, a leading market research organi- 
zation. 


Editor’s Note: For several reasons a number of 
dealers surveyed do not handle larger items and thus 
they are not shown. Example: extension ladders 
56.1%; paint sprayers 42.6%. However, total sales 
by major dealers were: extension ladders $5,993,042; 
paint sprayers $3,410,389. 


*These are major dealers whose sales volume in all 
product lines is more than $50,000 a year. 
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PROUDLY PRESENTS THE 
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SEE HOW BAKER’S 
NEW TRIGA-ROLLA 
BOOSTS SALES... 
ROLLS UP PROFITS 
FOR YOU! 


TRIGAROLA 


BY BAKER 











PULL 
TRIGGER 






OFF 
ae POPS | 
—. ee &. _. SLEEVE 








Keeps hands clean... er 
_makes sleeve changes ée 


NOW! ... for the first time... a roller that releases sleeves 
automatically! No tugging! No spattering! No dirtied hands 
and clothes! The secret? It’s Baker’s revolutionary new 
Triga-Rolla...the amazing new roller with the built-in sleeve 
ejector! Pull trigger, off pops sleeve! Hands never touch 
paint! Sleeve changes are easy, fast, neat. Conventional 
rollers are obsolete! Triga- Rolla is the roller for you! 


Never before a roller like this! 


Powerful promotion will make Baker’s revolutionary new 
Triga- Rolla the most wanted roller in the country! Dynamic 
merchandising aids and consumer advertising will bring 
new customers into your store. Today — make sure to order 
Triga- Rolla! Be the first in your town to have it... showit... 
sell it... make profitable sales! 





nds TUSS 'N MUSS... 
easy, Tast, neat 


EFFICIENCY 


TESTED 
by U. S. Testing Co. 


a en meee . SS! ee ee 


No trick roller! No gadget tool! In a 
series of four grueling tests, using six 
different types of paint under simulated 
operational conditions, Trigas Rolla 
came through with flying colors. States 
the U. S. Testing Co. report*, in part: 
“The releasing mechanism was not in 
any way affected whatsoever... .” 


The four tests included immersion and 
drying tests at different intervals 
wherein the entire Triga + Rolla, sleeve 
and all, were dipped into various paints 
and then observed for paint penetration 
inside sleeve and for efficiency of trig- 
ger mechanism. The intervals were im- 
mediate use after immersion, after one 
hour air dry, four hour air dry and 16 
hour air dry. Paints used were Oil-base, 
Alkyd-base, Casein-base paints, Acrylic 
paints, PVA Vinyl-base paints and 
Enamel-base paints. 


*Report #56613, May 6, 1959 





its the built-in sleeve ejector 


that makes Triga-Rolla better! 
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all plastic 
construction guards 
frame against rust, 
prevents paint seepage, 
keeps roller clean! 


iil 


i 


Hi 
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no streaking! 
no paint adulteration! 
double thick plastic walls 
keep metal parts from 
contact with paint. 
result: a cleaner, 
neater paint job! 











made of durable. 
chemical-resistant 


eXciusive 
(patent pending) 
works perfectly 
in all types of paint! 
efficiency tested 
by U.S. Testing Co. 


(see report elsewhere 
in folder) 


easier to clean! 
no scraping! no rubbing! 
being all plastic, 
a simple wipe off and 
the roller is ready 


for another job! 
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write-wire-call your BAKER distributor 


to get this sales- building » oss se ES AUTOMATICALLY! 


ccescabensbenusenucennaeaan , ree - TRIGAROUA 


TRIGDROLEA YS 


SPECIAL INTRODUCTORY 
DEAL! 









Free! Colorful ‘Self-Serv’ Display 


One-half dozen TRIGA-ROLLA sets 
Ghaldcisw eo lalerak-lalemealacismo mised 


Your choice of sleeve fabric! 
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ROLLERS $ 
BY BAKER", 


ATTRACTIVELY 
PACKAGED 


a subsidiary of Baker Brush Co., Inc. 
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Mr. Oswald’s Window Pains 
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'YEP- NOTHING'S TOO GOOD FOR MY HENS-HERE 
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TO GET MY EYES EXAMINED! YOU JOKERS CAN'T FOOL ME— I DONT SEE ANY 

I OUGHT TO BE ABLE TO SEE! |PENNVERNON LABEL- WHAT DID Si7's in THE TRUCK. 
— 1 A PANE OF = YoU DO WITH THE |GLASS? 

(L2s~ GLASS Bis) 1 ft WE CAME BACK FOR 

| EVEN \F 1TS = — & OUR JACKETS — 
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PpennueRnon”. .- not just window glass 























ip Pittsburgh Plate Glass Company 


Paints + Glass « Chemicals » Fiber Glass In Canada: Canadian Pittsburgh Industries Limited 
Want more facts? Circle 158, p. 145 A 
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XE Fix-Up Paint-Up Tools Packaged For Sales 
a 
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STRAIGHT EDGE 
: 
ARINKLES 


STRAIGHT EDGE | 
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TO ROLL OUT WRINKLES 
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“THE LINE THAT DOES THE 


yy eee (0) = ee 0) ee AO) le 
ORDER FROM YOUR WHOLESALER 


HYDE MANUFACTURING CO., SOUTHBRIDGE, MASS., U. S. A. 


Want more facts? Circle 159, p. 145 
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Listing of HYDE 
Toots Illustrated on 
the Opposite Page 


Type and size of item 


First row, left to right: 
BLACK G&G SILVER TOOLS 


C2E-1'%4" Flex. Putty Knife 
C2S-1 1%" Stiff Putty Knife 
C2E-1 2" Flex. Putty Knife 
C2S-1 2" Stiff Putty Knife 
C2ACH-1 5/16” Chisel Putty 
C2E-2” Flex. Putty Knife 
C2E-3” Flex. Wall Scraper 
C2S-3" Stiff Wall Scraper 
C2E-3'2" Flex. Wall Scraper 
All tools packed 6 each in 
stock box. 


Second row, left to right: 
BLACK & SILVER TOOLS 
C2E-4”' Flex. Joint Knife 
C2E-5” Flex. Joint Knife 
C2E-6" Flex. Joint Knife 
BLUE DIAMOND TOOLS 
C3E-1%4" Flex. Putty Knife 
C3S-1 4%" Stiff Putty Knife 
C3E-3" Flex. Wall Scraper 
(not illustrated) 
C3S-3”" Stiff Wall Scraper 
C3E-4” Flex. Joint Knife 
C3E-5” Flex. Joint Knife 
All tools packed 6 each 
stock box. 


Third row, left to right: 
HAMMER-HEAD TOOLS 

CBHE-4” Flex. Joint Knife 
(not illustrated) 

CBHE-5” Flex. Joint Knife 

CBHE-6” Flex. Joint Knife 
(not illustrated) 

C8 Bent Paint Remover Scraper 

C97 Handy Knife 

C3 Linoleum Knife (not illus.) 

C33 Linoleum Knife (not illus.) 

C300 Linoleum Knife 

C94 Double Header Tool 


SPEEDSTER PAINT SCRAPERS 


C78-1" Blade Scraper 
C79-1'%2" Blade Scraper 
C80-2'2" Blade Scraper 
C83-2'2"" Red Knob Scraper 
All tools packed 6 each in 
stock box. 


Fourth row, left to right: 
C85-1'%2" Red Knob Paint 
Scraper 
C88 Cobra Paint Scraper 
C92 Pizza Cutter 
C126-A Workbench Knife 
C126-B Workbench Knife 
C126-C Workbench Knife 
C25 Razor Blade Scraper 
CC88 Capt. Hyde Cobra 
CC2E-1 4%" Caulk Knife 
CC8 Capt. Hyde Bent Scraper 
All tools packed 6 each in 
stock box. 


Fifth row, left.to right: 
PAPERHANGER TOOLS 

C211 Hydite Seam Roller 

C4 Smooth Blade Casing Knife 

C5 Serrated Blade Casing Knife 

C75 Casing G Corner Knife 

C4 Paperhanger Knife 

C13 Paperhanger Knife 

C250 Razor Knife 

C300 Maple Seam Roller 

All tools packed 6 each in 

stock box, 


New No. C135 Double 
Header 2-in-1 Putty 
Knife Tool Assortment 
with Free Rack. 

New 2-in-1 Putty 
Knife Tool, special end 
smooths on putty for 
professional look. 
Other end to chip out 
old putty. Individually 
carded, 12 each on 
rack. Shipping weight 
4% Ibs. 


No. C140 Do-It-Your- 
self Blue Diamond 
Putty Knife and 
Scraper Assortment on 
Free Rack. 

12 ea. No. C3E-1 %"’ 
Flex. Putty Knives 

12 ea. No. C3S-1 4%" 
Stiff Putty Knives 

12 ea. No. C3E-3” 
Flex. Wall Scrapers. 
All new sales packag- 
ing. Shp. Wt. 7 2 Ibs. 


No. C141 Professional 
Black G& Silver Putty 
Knife and Scraper As- 
sortment on Free Rack. 
6 each C2E-1 4%" 
Flex. Putty Knives 

6 each C2S-1 Ya" 
Stiff Putty Knives 

6 each C2E-3” 

Flex. Wall Scrapers. 
All new sales packag- 
ing. Shp. Wt. 534 Ibs. 


No. C142 Speedste- 
Scraper Assortment on 
Free Rack. 

6 each C78-1” Bid. 
Paint Scraper 

6 each C79-1 2" Bid. 
Paint Scraper 

6 each C80-2 42" Bid. 
Paint Scraper. 

All new sales packag- 
ing. Shp. Wt. 634 Ibs. 


Why You Get More Sales and 
Profits With The HYDE Line 


a 


HYDE MANUFACTURING CO. 
SOUTHBRIDGE, MASS., U.S. A. 


Want more facts? Circle 159, p. 145 
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DISPLAYS 
and Racks 
with 
HYDE TOOLS 


No. C120 Floor Tool 
Tower FREE with 17 
Tool Assortment. 
Handsome, all wood, re- 
volving floor tool tower 
takes only a 14” circle 
of floor space. Turquoise 
colored tower promotes 
for impulse sales, a selec- 
tion of fast selling, Fix- 
Up, Paint-Up Tools, 17 
different kinds for a 108 
total of tools. Tools, 
Tower, hooks and instruc- 
tions all packed in one 
corrugated container. Shp. 
Wt. 57 Ibs. 
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Here s anew idea in electric hand saws 





the new 


WELLSAW 


tOO 


designed to sell because 
it answers a need 


One of the basic principles of marketing is to 
find out what the customer wants and then 
provide it for him. 

Here’s a product that meets this requirement 
—the Wellsaw Model 400 electric hand saw— 
a completely new idea. 

For regular cutting, the Model 400 handles 
much like the good old hand saw, except you 
apply a firm guiding pressure only—the motor 
carries the work load. Anyone who can cut 
accurately with a hand saw can become equally 
proficient with the Wellsaw 400. 

The unmatched versatility, the convenience 
and ease of handling—the capacity to weight 
ratio—the special patented blade, guided full 
length by rigid support—and operator safety 
are big sales features. 

Demonstrated and used on many job applica- 
tions, the Wellsaw Model 400 has been greeted 
with enthusiasm. You can capitalize on this 
enthusiasm by asking for complete dealer infor- 
mation, including dealer’s demonstrator plan. 
Make your move to cash in on this new, profit- 
able power tool right away—write today! 


Welhs cae: 


“WELLS MANUFACTURING CORPORATION 
503 FOURTH AVENUE 
THREE RIVERS, MICHIGAN 


Want more facts? Circle 160, p. 145 
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YOUR CUSTOMERS are being pre-sold 

by this advertising in 

AMERICAN BUILDER ) 
PRACTICAL BUILDER 


Why so many builders 
are buying so many Bergers 


ss 


see , é 
. 2 
ra .2 


SPEED-A-LINER DUMPY LEVEL — Model 190 — 18-power internal 
focusing 1142” telescope. Undersiung level vial fully protected. 
Built-in sunshade. Enclosed 4-screw leveling head. $69.95* 


HEAVY DUTY 12” DUMPY LEVEL — Model 


MASTER BUILDER CONVERTIBLE TRANSIT-LEVEL — Model 320 — Big 
instrument performance at moderate cost. 22-power telescope; 
coated optics, 3-ft. short focus. Powerful leveling lock. $229.50* 


SERVICE TRANSIT-LEVEL — Model 143 — 12-power 


150—24-power coated optics. 12” éréct- SPEED-A-LINER TRANSIT-LEVEL — Model erecting telescope with rack and pinion focusing. 
ing internal-focusing telescope. Dust 200—New brilliant 18-power optical sys- Reinforced one-piece yoke frame. Telescope and 


protected horizontal circle. Vernier reads tem. Horizontal circle; 


to 5 min. $174.95* 


If you were to compare “notes” with builders who use Berger 
transits and levels, here’s what you'd hear: 


From Ralph Rich, F. D. Rich Co., Stamford, Conn. “Our 
Berger 12” Dumpy Level gave us real dollar savings in time 
and materials on a million dollar court house. Specifications 
were really tight but we checked out floor grades without any 
trouble. Same for floor heights, door heights, outside stone- 
work lines and grading. We've been using Bergers for years. 
They ve never let us down.” 


And Richard A. Krueger, Krueger Bros., Needham, Mass. 
“The Berger we bought paid for itself on just 3 houses. Here's 
how: we figure a clear saving of $60. per house on labor, 
gravel and cement by getting on-the-button accuracy in 
measuring excavation depths, establishing foundation heights 
and grades for drainage and streets. Focusing is quick and 
easy; optics are clear as crystal.” 


F. E. Fitzpatrick, Building Contractor of Westwood, N. J. 
“My Berger Convertible paid for itself on this job alone. 
So far, I've used it for leveling foundations, setting forms, 
locating buried survey stakes, setting the first course of 


vertical arc. plate vial for constant level control. $99.95* 


Other Berger low-cost, easy-to-use instruments include: Service Dumpy Level 
$59.95:* Duplex Tilting Level $79.95;:* Sight ‘n’ Surface Pocket Level $3.85. 


siding and establishing some tricky grades.” 


A. Freed, Homestead Construction Co., White Plains, N. Y. 
“I find the Berger particularly easy to set up. It’s a fact that 
our accuracy in measuring and our savings on labor have 
long since paid for its cost.” 


So it goes, with builder after builder on job after job. For 
they ve all learned that the true cost of a transit or level can 
only be measured by its day-in and day-out performance. 
And by that standard, builders everywhere agree there’s no 
better buy than a BERGER. We hope you'll own one soon. 
You'll be glad when you do. Write for details. 


C. L. BERGER & SONS, INC., 55 Williams St., Boston 19, Massachusetts 


*Prices include stiff leg triped, plumb 
ease—F.0.B. 


"""® BERGER 


ENGINEERING AND SURVEYING INSTRUMENTS ... SINCE 1871 


Want more facts? Circle 161, p. 145 
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COLUMBIA COLUMBIA 


HIGH SPEED Ya" SHANK 
DRILLS s - -_-HIGH SPEED 
IN > \ “ieee, STEEL DRILL 


COLUMBIA 
CARBIDE 
MASONRY 
DRILL 
SET 
Columbia carbide masonry drills give 
top performance in concrete, brick, cer- 
amic tile, etc. Made with %" shanks for 
use in electric drills with %” chucks. Set 


CH-7 contains 4 drills—%", Yi4", %” 
and %” diameter. 


In demand by every owner of %4” elec- 
tric drills. Set contains one each of the 
four most called for sizes... 5/14”, %", 
he” and Ya". Unique plastic case closes 
tight or stands as shown in photo. 


Three most popular sets in range from 
4" to 4". Handy plastic case stands up 
when in use... closes tight for storage. 


Set Drills Retail Dealer 


No. in Set Price Price 
: CH-1 $3.63 $2.18 Retail Set 

CH-2 4.54 2.72 ; Price No. 
3.75 - $7.85 




















Sit Back and Watch 
Drill Profits Grow! 


DISPLAY 


S,, GLuMBiA 


DRILLS AND 
DRILL SETS 


Better Packaged... 
Better Merchandised! 


Full 6672°% Markup on Dealer 
Cost Nets You 40¢ Profit 
on every $1.00 Columbia Sale 


Decker ak "3072 


COLUMBIA 


METAL RACKS 
For Pegboard Displays 
FREE 


* 1 1 PEEL a with assortment of 


individually plastic-blister carded drills 


CH-9 %”" Shank Drills 
contains 4 each of 5/16, 3/8, 7/16, 1/2” 


COLUMBIA 
HIGH SPEED DRILL 
SETS IN METAL CASES 


CH-4... 


CH-10 Carbide Masonry Drills 
contains 4 each of 3/16, 1/4, 
5/16, 3/8, 1/2” 


set of 15 drills, Set | 


1/16-2 by 32nds 
set of 29 drills, 
1/16-2 by 64ths 
set of 60 drills, 
No. 1 thru 60— 
wire gauge sizes 


Dealer 
Price 


$17.76 


No. 
CH-10— | 


~ 


Dealer Set List 
Price No. Price 








CH-5._.. $24.40 | $14.64 CH-9 


OLUMBIA’ 


MADE IN U.S.A. 


$29.60 


CH-8... 
Get your copy of 
CATALOG NO. A-1l 


Retail 
Value 


Dealer 
Price 





$19.75 
34.95 





23.78 





$11.85 
20.97 
14.27 


Your 
Asi ber For 


Prices subject to change without notice 


Want more facts? Circle 162, p. 145 A 
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HIGH SPEED STEEL TWIST DRILLS 
COLUMBIA DRILL COMPANY «+ 433 W. Ontario Street * Chicago 10, Ill. 


Want more facts? Circle 163, p. 145 > 
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Extra Power, Speed, Accuracy! 


* or t hp. motor. Built-in 
kteaw 6% Power Saw nek Ov 
forse ciwtch. Cute @ boards et 465 bevel. Now $44 94 


... 480 SX SAW POWER TOCKS 


Set Kae... rece Bb.  Foocee ogther a Cana 


DRAMATIC, ACTION-PICTURE AD IN APRIL 12 LOOK FEATURES SPECIAL HARDWARE WEEK PRICE ON 614” MODEL 536 SAW 


SKIL APRIL ADS REACH 43% 


TIE-IN YOUR ADS, WINDOWS, DISPLAYS TO SKIL’S 


Right now, in April, Skil’s biggest-ever 
spring advertising campaign is in full 
swing. Ads this month in the Post and 
Look will help you sell Skil tools to more 
than two out of every five households in 
your city . . . in your neighborhood. 


Make it pay off big! Schedule your 
newspaper ads to tie-in with Skil’s power- 
ful campaign in the Post and Look. Dis- 
play Skil tools in windows, islands and 
on your counters. Make the pay off big 
... tie-in with Skil today! 

Want more facts? Circle 164, p. 145 








APRIL 30 POST AD FEATURES 6%” MODEL 536 SAW IN FULL-COLOR SPREAD AND TRIMMER, JIG SAW IN TEAR-OUT BOOK 


OF FAMILIES IN YOUR AREA! 


BIGGEST-EVER SPRING CAMPAIGN! 


*Source: Audits & Surveys Co., Inc., 1959 Study for Look Magazine 


Want more facts? Circle 164, p. 145 





THE CARE AND FEEDING OF BOLT-PICKERS 


(or, how to make some money without hardly trying) 


Unhappily, we’ve created a country of frustrated bolt- 
pickers. They crave to plunge their hands into heap- 
ing piles of glittering bolts. But where are the bolts? 
Hidden away in cartons or back-room bins. 


Worse yet, if a fanatic bolt-picker is allowed to run 
loose, he’ll blitz the shelf stock all by himself. Great 
Caesar, what a mess! 


Why not relieve your customers’ tensions, allow 
them to express themselves in a non-destructive man- 
ner? And make some money while you’re at it? 


Just jot down “Lamson Bolt Trays” in your want 
book. Then have your Lamson Distributor’s salesman 
set up the trays with bolts your customers buy most 
often. (These are plated bolts, so you'll get more profit- 
per-piece on top of better turnover.) 


Watch the bolt-pickers. They'll dive right in like 
children around a cookie jar. 


41 ole) hem olt-)¢-10 Mal eh G-mlalelille|-le mncTD 
assortments: Cap Screws, Machine 
Bolts (two assortments), Carriage 
Boits, Lag Bolts, Stove Bolts 
Refills available from stock. Steel 
tray has movable dividers, price 
| clon ¢-3 6-waor- emo) Beale] eiahe-renelem @-lesh-iele 
ifele) ame lalh an Cele ie) des M-Melelssieli-i¢-miellia 
dg-)'amelelh mel -er-ladesl ake 


APPROVED 
DISPLAY 


5000 TIEDEMAN ROAD *« CLEVELAND 9, OHIO 


Plants in Cleveland and Kent, Ohio + Chicago and Birmingham 
Want more facts? Circle 165, p. 145 
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Stellar is a sparkling new cabinet hardware line, { Wasnington) 
contemporary in design for modern interiors. It uu, Te 

gives clean-lined beauty to kitchens, furniture or i 

built-ins— both in new construction and when 1 CABINET HARDWARE 
remodeling. " 


Washington traditional quality is apparent in PDE 
every knob, hinge or drawer pull — with long, — ) 
satisfactory life built into every item. 

A handsome new store display (right) will help , 
you create profitable sales of the Stellar line. iat 

Suggest Stellar cabinet hardware to your builder im fo ’ 
customers and to remodelers... it will ring your is | e 


cash register to a profitable tune! 





ade b 
\asnington joe IN. 


DISTINCTIVE BUILDING PRODUCTS & 


, > 
Y. 


2 
WASHING 7 
DEPT. HA-4, TACOMA 1, WASHINGTON NGTON STEEL pp 


WASHINGTON STEEL PRODUCTS, INC. 


ODUCTs 1 


CANADA: General Sates Syndicate, 202-470 Granvilie Street, Vancouver, 8B. C., Canada 
Want more facts? Circle 166, p. 145 
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TORO springs , 
into sales with / | 
“Harly Clean-Uy 
Early Green- 
promotion! 








Special mats, display pieces and folders are ready 
now to back up Toro’s national advertising cam- 
paign beginning now! And the big news is the big bag 
on the only rotary mower that actually vacuums the 
lawn clean of smothering winter litter—leaves it 
clean, free to turn green faster than ever before! 


It’s another Toro profit exclusive for Toro dealers. 
Only Toro dealers offer the Whirlwind* mower with 
the full-circle “‘Wind Tunnel’ design. Only Toro 
dealers offer this mower that picks up and bags clip- 
pings, leaves and lawn litter in a complete range of 
sizes and types, including: 19-inch and 21-inch push 
types, 21-inch self-propelled with fixed or lift-off 
engine (Power Handle*), and a 25-inch rider, too. 


Only Toro dealers will pocket the profits from the 
“Early Clean-Up... Early Green-Up Promotion.” 
Your nearby Toro distributor has all the facts! 








#A registered trademark of Toro Mfg. Corp. 


Ei 


TORO MANUFACTURING CORPORATION 
3019 SNELLING AVE., MINNEAPOLIS 6, MINNESOTA, U. S. A. 


Want more facts? Circle 167, p. 145 
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WHAT'S WITH 


Polypropylene ? 


«Rope -Cord ~- Twine 


Now’s the time to offer your customers 


NEW POLYPROPYLENE CORDAGE 


S 
bia 
io 
pad 


Stronger than polyethylene 
- Longer wearing than polyethylene 
Better working feel than polyethylene 
More heat resistant than polyethylene 
Less slippery than polyethylene 
Rot resistant 
Acid and alkali resistant 


Low stretch 


CHIHRAA WN 


It floats 


pub 
© 


- Competitively priced 


@ Clip the coupon for more information on this newest synthetic rope. 
KING COTTON CORDAGE, 105 Duane St., New York 8, N. Y. 


YOUR Most Complete, Best Packaged, Best Merchandised Cordage Line. 


Please send me a sample and more information on 
KING COTTON POLYPROPYLENE 











Kine or 
~ CORDAGE 


105 DUANE STREET * NEW YORK 8, N. Y. 




















Want more facts? Circle 168, p. 145 
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Buying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 145, and mail 


Item 1 
Reinforced steel spade 


Union Fork’s popular-priced 
Razor-Back spade is made with ex- 
tra thickness, 13 gauge steel, at 
the center of the blade extending 
to the cutting edge. The frog and 
socket also are formed from this 
thicker steel and the socket is rolled 
2 in. longer to reinforce the handle. 
Handle is made of top strength 


ash, driven straight without chuck- 
ing to retain maximum strength. 
Union Fork & Hoe Co., Dept. HA, 
Columbus 15, Ohio. 


Item 2 
Carded utility knife display 
Red Devil Tools’ UK55 utility 


knife comes individually mounted 
on a prepriced card. These knives, 
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including five extra blades in the 
handle, are packaged in boxes of 
six. Red Devil Tools, Dept. HA, 
Union, N. J. 


Item 3 
Line of eight garden foods 


Here’s a line of eight new and 
improved lawn and plant food prod- 


ucts available from Swift. Special 
plant foods for roses, evergreens, 
bulbs, azaleas and camellias are now 
in 3-lb cartons. A lawn starter 
and a Golden lawn food now pro- 
vides 5000 sq ft of coverage with 
a single bag. Another Golden lawn 
food has soil insect killer added to 
control ants, beetle grubs and wire- 
worms. Swift & Co., Dept. HA, 
Union Stock Yards, Chicago, Ill. 


Item 4 


98¢ wall model can opener 


Ekco’s new wall can opener has a 
revolving steel cutter wheel that 
leaves a clean safe edge on any size 


or shape can. The opener pops the 
lid up after opening the can and 
the can is held until it is released. 
It comes with a wall bracket and 





Here is a quick Check 
List of items described 
in the following pages 


mounting screws on a card. The 
nickel-plated opener is available in 
a floor display with 6-doz carded 
openers. Retail price is 98¢ each. 
Ekco-Autoyre Div., Ekco Products 
Co., Dept. HA, 1949 N. Cicero Ave., 
Chicago 39, Ill. 


Item 5 
28-pc. mower parts kit 


Here’s a Great Lakes rotary lawn 
mower parts kit with 28 commonly- 
needed parts including blades, hubs, 
keys and washers that fit most 
makes and sizes. Small parts are 
packed in separate, open boxes and 
are named and illustrated with a 


FACTORY SUPPLIED 
ORIGINAL EQUIPMENT 


Self-Service 
LAWN MOWER PARTS 


ae é 
4 
eae a 
: 


The Great Lakes Tractor Company 


Dur of "he wortds \orgent gre@ecers Of quetie tobe eneure 





drawing above each box. Sizes are 
on each blade. An inventory re- 
order form comes with each kit. 
This kit retails for $77.70. Great 
Lakes Tractor Co., Dept. HA, 510 
Hanna Blidg., Cleveland 15, Ohio. 


Item 6 
One-quart vacuum pitcher 


Aladdin’s Beverage Butler vac- 
uum pitcher features Cap-On pour- 
ing, a no-drip spout and an inner 
closure that prevents over-pouring. 





Quick Index to Buying Check List 





Reinforced steel spade 
Carded utility knife display. . 
Line of eight garden foods. ... 
98¢ wall model can opener .. 
28-pc mower parts kit 
One-quart vacuum pitcher... 
$3.75 rescreening tool kit... . 
Dislays for pump units 

Moving paint display unit... . 
Can opener color panels 
Garden sprinkler display 

Lift lever on frying pans 

Line of seven serrated hoes. . 
Six food slicer models 
Self-aligning door stop 
Melamine dinnerware set 
Three-piece seasoning 

8-bu power lawn sweeper.... 
Eight-piece badminton set... . 
Wood finish merchandiser... . 
Reduced toboggan, coaster... 
Salad bowl and tongs set.... 
One-galion plastic jug 
Exterior latex paint system. . 
60-cup capacity coffee urn... 
Grinder for ‘/s-in. drill 
Live-axle racing car line 
High velocity fan models .... 
Semi-concealed door hinge... 
Wireless intercom display.... 
Folding drop-leaf table 
Economy lawn trimmer model. 
Redesigned call for crows... . 
Polyethylene coffee cups 
Electric cleaning appliance... 
New exterior house paint... . 
Power tool safety device.... 
Carded plastic hose nozzle... 


npooooooOoOoOoOoOoOoOoOoOoOoOoOoOoOoOoOoOOOOOOOOUOOOOO00 


Va-gal pitcher, two lids 
Liquid home pool algaecide .. 
Household aid assortments... 
Vinyl bathroom ensemble 
Fioral patterned tumbler .... 
9-in. lawn edger-trimmer .... 
Window glazing cartridge 
Viny! ball in three sizes 
Family cabin tent model 

Kit for furniture building 
New photofiash battery kit... 
Garden tool file display 
Portable electric jig saw 
Packaged aluminum toy sets. . 
Nine barbecue tool sets 
Revolving tool merchandiser. 
Eight sleds in 1960 line 
Skewer display of 112 items. . 
Vinyl repairer on new cards.. 
Plastic storage container .... 
Power tool catalog 

Water systems envelope stuffer 
Fishing tackle catalog 

Paint inventory sheet 
Woodworking tool bulletin... 
Fishing tackle catalog 

Tent, sleeping bag pages.... 
Pocket-sized vise catalog... . 
Hacksaw blade folder 

Lure catalog for 1960 
Garden nozzle bulletin 

Brush line catalog 

Twe power tool catalogs... . 
Outdoor fireplace pamphlet. . 
Builders’, cabinet hardware... 
Railings and column sheet .... 
Mower line circular 

[] New hammer catalog sheet. . 
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It is available in green and white, 
charcoal and white, yellow and 
white, and tan and beige. The bot- 
tom unscrews for easy filler re- 
placement. Pitchers come in indi- 
vidual mail-order cartons repacked 
in heavy corrugated boxes. These 





l-qt capacity plastic pitchers retail 
for $6.95. Aladdin Industries, Inc., 
Dept. HA, 703 Murfreesboro Rd., 
Nashville, Tenn. 


Item 7 
$3.75 rescreening tool kit 


With this 7% in. long roller tool 
you can fit new screen onto frames 
of aluminum and other metals for 
your customers. Frames can be re- 
screened while customers wait since 
only a few minutes is needed per 
frame. The Opal rescreening kit, 
priced at $3.75, includes instruc- 
tions and an attractive window 
banner. This roller has a concave- 
faced wheel 2-in. in diameter and 
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BUYING CHECK LIST 


WANT MORE DETAILS ON THESE ITEMS? JUST CIRCLE 


splines can be inserted rapidly on 
all types of metal frames. New 
York Wire Cloth Co., Dept. HA, 
441 E. Market St., York, Pa. 


Item 8 

Displays for pump units 
Display pieces for Rapidayton 

submersible and jet pump units 


are now available. They are made 
of heavy paper and printed in col- 
ors. The two pieces can be attached 
to pumps quickly and easily. Tait 
Mfg. Co., Dept. HA, 500 Webster 
St., Dayton, Ohio. 


Item 9 
Moving paint display unit 

You can merchandise Derusto 
rust-inhibitive coatings with this 
Motion Display that fits on a sturdy 
wire rack and operates on two 
flashlight batteries. The arms of a 
model holding Derusto products 
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move rhythmically back and forth. 
This unit displays Minit-Finish 
protective coatings, and Derusto 
spray and galv-a-grip protective 
coatings. The constant motion dis- 
play is worth $22 and is free when 


you buy either of two assortments. 
Master Bronze Powder Co., Dept. 
HA, Calumet City, Ill. 


Item 10 
Can opener color panels 


BVI deluxe electric can openers 
can be color matched with the cus- 
tomer’s kitchen. A set of panels in 


yellow, pink turquoise, dark wood 
grain and blond wood grain are 
available through the use of an or- 
der form packed with each unit. 
These panels fit the front of the 
unit. Only white units need be 
stocked. Your customers don’t have 
to worry about color selection either 
with this gift choice. Burgess Vi- 
brocrafters, Inc., Dept. HA, Grays- 
lake, Ill. 


Item 11 
Garden sprinkler display 


Here’s a three level display to 
promote sales of the Bernz Green 
Spot line of lawn and garden 
sprinklers. Deluxe dial adjustment 
sprinkler is displayed on the top 
level, the Waterbob sprinkler is on 
the middle level and the Oscillating 
sprinkler with push-button control 
is on the third level. This sprinkler 
display can be hung or displayed 


from perforated panel walls or pil- 
lars. Otto Bernz Co., Dept. HA, 
Driving Park and Ramona, Ro- 
chester, N. Y. 


Item 12 
Lift lever on frying pans 


Sunbeam electric Frypans fea- 
ture a new Lite-Fry lever that ele- 
vates the unit to drain excess fat 
automatically. Eggs and other foods 
can be basted easily. Pan-broiling 
without fat is one of the advan- 
tages of this innovation. All mod- 
els of the Sunbeam Controlled Even 





ITEM NUMBER ON FREE POSTCARD, P. 145 


Heat Frypan and the Automatic 
Electric Frypan with Removable 
Heat Control include this feature. 
Sunbeam Corp., Dept. HA, 5600 
Roosevelt Rd., Chicago 50, Ill. 


Item 13 
Line of seven serrated hoes 


Seven hoes with serrated edges 
are available in True Temper’s 
1960 line. These hoes are made of 
steel, trimmed with copper bronze 
and have mirror maroon ferrules. 
Handles are of fire-hardened ash. 
The serrated line includes a 6%- 
in. blade or 7-in. blade garden hoe, 
floral hoe, nursery or beet hoe, 
short-handled lady hoe, cotton hoe 


and Southern Meadow hoe. Each is 
packed six to a bundle. True Tem- 
per Corp., Dept. HA, 1623 Euclid 
Ave., Cleveland, Ohio. 


Item 14 
Six food slicer models 


This Protect-O-Matic food slicer 
can be disassembled and reassem- 
bled quickly for cleaning or storage. 
Three hand-operated and three elec- 
tric models are in the line. Two 
Protect-O-Guide clamps come with 
each slicer. A _ Protect-O-Stop 
bracket supplements suction cup 
feet on manual models. A safety 
device shields the blade’s cutting 
edge when slicer is not in use. 
These slicers have a_ thickness 
gauge, regulator handle and a ser- 


rated blade. Prices range from 
$19.95 to $79.95. Rival Mfg. Co., 
Dept. HA, 36th and Bennington, 
Kansas City 29, Mo. 


Item 15 
Self-aligning door stop 


Here’s a Yale Magna-Stop door 
stop that is self-aligning and can 
be installed on doors and hinged 
windows by do-it-yourselfers. In- 
stallation instructions are printed 
on the front of a color card. The 
unit requires no adjustments after 


_MAGNARS Ate 


DOOR STOP 


installation. Retail price is 75¢. 
Lock and Hardware Div., Yale & 
Towne Mfg. Co., Dept. HA, White 
Plains, N. Y. 


Item 16 

Melamine dinnerware set 
Flanders is one of the five pat- 

terns in Lifetime’s new Regent line 


of melamine dinnerware for ele- 
gant entertaining. New shapes in- 


clude rim-shape plates. This pat- 
tern features plump onion bulbs 
flowering in delft blue on a trans- 
lucent white ground. Accessory 
pieces are translucent white. A 45- 
pe set retails for $49.95. Water- 
town Mfg. Co., Dept. HA, 175 
Porter St., Watertown, Conn. 


Item 17 
Three-piece seasoning set 


This Patio Partners seasoning 
set includes imprinted containers 
for catsup, mustard, and relish. 


Flambeau’s units are pink, yellow, 
and turquoise, with white covers. 
Three individual spreaders are in- 
cluded. Slotted, closure covers fit 


without removing spreaders. Sets 
are packaged in a printed poly bag, 
and packed 12 to a shipper. Retail 
price is $1 per set. Flambeau Plas- 
tics, Dept. HA, Baraboo, Wis. 


Item 18 
8-bu power lawn sweeper 


Western Tool’s power lawn 
sweeper, model 5365, for 1960 has 
a 28 in. sweeping width and an 8 
bu capacity. It’s adjustable for ail 
outdoor surfaces and removes 
leaves, clippings, twigs and other 
debris. This Homko unit has Bas- 
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Want more details? Just circle item number on p. 145 


sine Fibre brushes, and a 2 hp, 4- 
cycle engine. Other features are a 
finger-tip throttle, heavy-duty can- 
vas basket and a windshield that 
rolls up and down. Western Tool & 
Stamping Co., Dept. HA, 2725 Sec- 
ond Ave., Des Moines 13, Iowa. 


Item 19 
Eight-piece badminton set 


MacGregor’s badminton doubles 
set contains four rackets strung 
with Multi-Fil nylon. Two plastic 


shuttlecocks, one net, and one of- 
ficial badminton rule book are in- 
cluded. Draper-Maynard Co., Dept. 
HA, 4861 Spring Grove Ave., Cin- 
cinnati 32, Ohio. 


Item 20 

Wood finish merchandiser 
Desmond’s Magic Circle Mer- 

chandiser, featuring Deft wood 

finishes in all sizes, has a circular 

base requiring only 30 in. of floor 

space. Tripod legs hold four cir- 


130 © HARDWARE AGE, April 7, 1960 


cular shelves. Above the top shelf 
a revolving unit demonstrates Deft 
finishes on six kinds of wood. Unit 
contains a rack for free consumer 
booklet. The $47.50 merchandiser 
is free with order for 34 gal of 


Deft in any size combinations. 
Desmond Bros. Paint Co., Dept. 
HA, 1526 W. 228th St., Torrance, 
Calif. 


Item 21 
Reduced toboggan, coaster 


Reduced prices are offered on 
Plastic Products 1960 Red Rocket 
toboggan, shown, and Red Rover 
snow coaster. Design and construc- 
tion features have been improved 
to make these winter toys more 
durable. They are molded from 
Fiberglas and are weatherproof. 
A high quality toboggan cushion 
that is 42 in. long with leatherette 
outer covering is available at a 
slight extra cost. The toboggan is 


48 x 17 in. Both are holly red. 
Plastic Products Corp., Dept. HA, 
Box 587, Cleveland 22, Ohio. 


Item 22 
Salad bowl and tongs set 


Gold-accented and hinged salad 
tongs are featured with this Pyrex 


4-qt salad bowl. The bowl is green 
with a white vegetable design. Two 
flanged handles make the bowl easy 
to carry. The bowl and tongs come 
gift-packaged in a sturdy carry- 
with box and retails for $3.50 per 
set. Corning Glass Works, Dept. 
HA, Corning, N. Y. 


Item 23 
One-gallon plastic jug 

This one-gallon container, called 
Lug-a-Jug is made of polyethylene 
and features a wide mouth and a 


be . ee 
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leakproof cap. It comes with a 
swivel grip handle for carrying 
comfort. Lug-a-Jug is available in 
yellow, green and white. It retails 
for $1.49. Precision Ware Product 
Div., Foster Grant Co., Dept. HA, 
Leominster, Mass. 


Item 24 
Exterior latex paint system 


Glidden’s new Spred House Paint 
System can be applied over damp 
surfaces and is fast-drying. It is 
easy to apply and is blister-resist- 
ant. This exterior latex paint sys- 











WEBER SUPPLIES EVERYTHING BUT THE STOCK 
planning -« design - layout « manufacturing °- installation 
A Weber installation must be seen to be appreciated. If you’re disenchanted with your 
present display facilities, they are probably mis-matched, uncoordinated, outdated and in- 
adequate. This is the time to have your Weber distributor show you how Weber Displayline 
Fixtures quickly, easily, and inexpensively overcome every one of those obstacles to increased 
business. It costs you nothing to learn what Displayline can do for your hardware store. 
And when you do find out, you’ll be doubly gratified to see how efficiently Weber takes 
over the entire job. When Weber hands you the key to your front door, all you’ll have 
to do is stock your Displayline fixtures and listen to the inerry tune of your cash register. 


Call or see the Weber representative nearest you | Dealer-Distributers wanted in several choice areas 


WEBER SHOWCASE & FIXTURE CoO., INC. 


NAT’L SALES & MFG. PLANT FACTORY SALES & SERVICE SALES & MFG. PLANT 
5700 Avalon Blvd. 1367 South Figueroa St. 1340 Monroe Ave., N. W. 
Los Angeles 11, Calif. Los Angeles 15, Calif. Grand Rapids 2, Mich. SINCE 1898 
ADams 2-4111 Richmond 8-2388 EMpire 1-7341 


Want more facts? Circle 169, p. 145 
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Want more details? Just circle item number on p. 145 


tem is suitable for painting con- 
tractors, professional painters or 
amateurs. Spred Primecoat 1, an 
alkyd type oil-base primer, and 
Spred Primecoat No. 2, a primer 
for previously painted surfaces, are 
part of this Glidden system. Glid- 
den Co., Dept. HA, Cleveland, Ohio. 


no kut to kum 


Item 25 
60-cup capacity coffee urn 
Twenty to 60 cups of coffee can 
be brewed with this Tricolator cof- 
fee urn, the first model in a new 
Dine-O-Matic series. Model #SS-60 
is made of heavy gauge stainless 
steel and is automatic. It has a 





FLOOR MACHINE 


Forn 


132 


“That’s right, the whole vacation 
came right out of profits from my Clarke 
floor machine rental department. I 
actually made an extra $4,000 last year 
in rental fees and profits from impulse 
sales and related do-it-yourself floor 
finishing items. And did it with just one 
set of Clarke rental machines.” 

You can earn an extra $4,000 a year 
just as easily. By setting up a Clarke 
rental department, you establish your 
store as rental headquarters for do-it- 
yourself floor finishing machines. Traffic 
jumps as you promote your department 
with the many merchandising aids 
Clarke gives you. Rental fees quickly 
help pay off your investment. And sales 
of related items — sandpaper, sealer, 
wax, varnish — plus sales of impulse 
items to rental customers soon build 
your extra profits to the four-figure 
mark. And it all comes in directly from 
your Clarke Rental Department. 

If you’re interested in a nice, long 
vacation, a new boat, car or anything 
an extra $4,000 can buy, let us tell you 
exactly how you can get it. Write for 
details. 


Clarke 


CO. 


erly Clarke Sanding Machine Company 





A complete Clarke Rental 
Department includes floor 
sander, edger, polisher, 
rug shampoo machine, 
wet-dry vacuum cleaner 
and hand sanders. Floor 
finish and shampoo. 


304 E. Clay Avenue, Muskegon, Michigan 


Authorized Sales Representatives and Service Branches 
in Principal Cities 

In Canada: Clarke Floor Machine Company (Canada), 
Lid., 21 Advance Rd., Toronte 18, Ontario 


Want more facts? Circle 170, p. 145 
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de luxe faucet and visible glass 
gauge. This unit is useful for home 
entertaining, and in churches, 


schools, or clubs. Retail price is 
$64.95. Tricolator Mfg. Co., Dept. 
HA, Bellmore, N. Y. 


Item 26 
Grinder for '/4-in. drill 


A new Skil 6-in. bench grinder 
has a snap/lock feature providing 
for a %4-in. drill to be snapped on 
or off in seconds. Two self-lubri- 
cating bearings in Model 22512, 
shown, absorb the grinding load. It 
has built-in spark arrestors, adjust- 
able eye shield and an adjustable 
tool rest. A_ six-inch grinding 
wheel is included with the grinder 


that retails for $16.95, without the 
y,-in drill. Skil Corp., Dept HA, 
5033 Elston Ave., Chicago, Ill. 


Item 27 
Live-axle racing car line 


This Class “A” Sensation Kart 
model R2, shown, is one of nine 
models of live-axle Karts. Rear 
racing Slick tires, shown, are ex- 
tra. These cars have 1% in. steel 
tube frames, and 1 in. loop and 
sissy rail tubing. Front tires are 





10 in. Rear tires are 12 in. on 5-in. 
rims. Other features are concave 
positive control steering wheel, 
thermoid spot brakes on rear 
wheels, rugged one-piece front 
spindles and yellow enamel finish. 
Sensation Kart Div., Sensation 
Mower Ince., Dept. HA, 7577 
Burling St., Ralston, Neb. 


Item 28 

High velocity fan models 
Frigid’s new high velocity fan 

has deep pitched blades and spe- 

cially designed cowling to provide 


directional air control at any angle. 
These units are chrome-plated, run 
quietly, have safety guards and are 
finished in baked green. Model SD- 
10 has 10 in. blades and Model SD- 
12 has 12 in. blades. Units come 
with 8-ft cords and plugs and oper- 
ate on 115-volt, 60-cycle (AC). 
Frigid, Inc., Dept. HA, 128 32nd 
St., Brooklyn 32, N. Y. 


Item 29 

Semi-concealed door hinge 
Star’s No. 417 model is a semi- 

concealed hinge for use on doors 

up to 14% in. thick. Due to its ex- 

tra long positioning points, this 


new item is handy for laminated 
plastic-covered cabinets. Only the 
knuckles are exposed when mounted. 
Star Metal Products Co. Dept. HA, 
666 Butler St., Brooklyn 17, N. Y. 


Item 30 

Wireless intercom display 
Vocaline is offering a new Live- 

Demonstration display for its Vo- 


catron CC-60 wireless inter-com. 
This functional display is useful in 











THE “INSIDE QUALITY” 


that makes better tools 


There is a definite extra quality built into every Indestro tool. 
This is demonstrated by superior quality you will find in every 
Indestro socket—a quality based on: 


HOT BROACHING 
assures smooth and clean 
wall surfaces, free from 
stresses, tears and cracks 
that eventually shorten 
socket life. 


UNIFORMLY THIN WALLS 
No weak spots. Sockets have 
incredible strength, yet are 
lightweight and compact, for 
getting into those “tight” 
places. 


REINFORCING NUT STOP RING 
holds nut in socket so that 
contact with bolt is easily 
established with only one 
hand. Also provides added 
strength. 


FINEST HIGH ALLOY STEEL 


The best steel for every 
function is used throughout. 


CHAMFERED BEVEL 


on both openings of socket 
facilitates the guiding of the 
fitting into sockets and 
socket onto the nut. 


KNURLED GROOVE 


around outer wall of socket 
provides firm grip, even 
with greasy, slippery fin- 
gers, when attaching socket 
drive handle, or taking 
apart. 


4 WAY POSITIVE “LOCK-ON” 
No fumbling to find wall 
with retaining groove. Sock- 
ets stay securely attached 
to drive handle. 


POLISHED CHROME PLATED FINISH 


INDESTRO 
“Leader” 


INDESTRO TORQUE WRENCH 


A valuable tool since even the most 
experienced mechanic cannot tighten 
a group of bolts uniformly by ‘‘feel’’. 
Clearly calibrated scale gives accurate 
torque readings at a glance. Made of 
heat treated alloy steel. Standard 
square drive fits all sockets and exten- 
sions. Can be set and read from practi- 
cally any position. No complicated or 
fragile mechanisms to get out of order. 


World's Most Complete 
Line of Hand Tools 


The Indestro line includes: Socket 
Wrenches, Open End Wrenches and 
Sets, Box End Wrenches, Pliers for all 
purposes, Screw Drivers, Punches, 
Chisels, Hammers, Body and Fender 
Tools, Refrigeration Service Tools. 


Send for free oer, of catalog No. 22 showing entire assortment 
ndestro sales-making displays. 


INDESTRO .~..222:... 


Division of 


urers of 


MANUFACTURING CORPORATION Dure-Chrome Hand Tools 


2649 N. KILDARE AVE. ¢ CHICAGO 39, ILL. 


Duro Power Tools 


Want more facts? Circle 171, p. 145 
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demonstrating the convenience of 
the unit. Space is provided for a 
Vocatron CC-60 unit against the 
display backdrop. The unit plugs 
into any AC outlet and your cus- 
tomers can conduct their own dem- 
onstration by operating the unit 
and talking to another unit in the 
store. Included are folders describ- 
ing the Vocatron. Vocaline Co. of 
America, Dept. HA, Old Saybrook, 
Conn. 


item 31 
Folding drop-leaf table 


Here’s a new steel lithographed 
folding drop-leaf table featuring 


a light tan wood-grained pattern. 
All-Luminum’s promotional unit is 
available in a 24 x 60 in. size, and 
a 30 x 72 in. model. It can be 
opened, or closed, at the touch of a 
button for storage or portability. 
Retail prices are $9.95 and $14.95. 
All-Luminum Products, Inc., Dept. 
HA, 36th & Reed Sts., Philadelphia 
46, Pa. 


Item 32 
Economy lawn trimmer model 


Two economy-priced lawn and 
hedge care tools have been added 
to Black & Decker’s lawn and gar- 
den power tool line. Model U-3500 
lawn trimmer, shown, has an en- 
closed motor, shockproof handles, 
3-conductor wiring, and blade 
guard and safety clutch. It trims 
grass along fences and walls, trees 
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and flower beds. It has a blade 
length of 6 in. and swivel wheels 
are available as an extra. Unit re- 
tails for $29.95. A utility hedge 
trimmer also retails for $29.95. 
Black & Decker Mfg. Co., Dept. 
HA, Towson, Md. 


Item 33 


Redesigned call for crows 


Olt’s M-9 Perfect crow call has 
been redesigned with a longer shell- 
duct to provide more volume. The 
M-9 carries far afield and has a 


more stabilized tone. No price 
changes have been made. Philip S. 
Olt Co., Dept. HA, Pekin, Ill. 


Item 34 
Polyethylene coffee cups 


Lustro-Ware’s new jumbo coffee 
cup is made of high-density poly- 
ethylene. This stain-resistant cup 
has 94-0z capacity with a flat-top 
handle for secure thumb grip. 
Footed bottom is notched to pre- 


vent trapping water. It comes in 
white, yellow, pink, and aqua. Cups 
are prepriced to retail for 25¢ each. 
Columbus Plastic Products, Inc., 
Dept. HA, Columbus, Ohio. 


Item 35 
Electric cleaning appliance 


Bissell’s new single power unit 
handle has interchangeable attach- 


ments for vacuuming carpeted or 
bare floors and for scrubbing hard 
floor surfaces. This handle has a 
sealed motor. The Bissellectric 
Sweep Master attachment has a 
plastic tank that holds a 3-lb capac- 
ity disposable bag. It retails with 
the handle for $34.95. The Bissel- 
lectric Scrub Master attachment 
comes with a special cleanser for 
washing floors. It retails with the 
handle for $39.95. Both attach- 
ments and the handle retail for 
$59.95. Bissell, Inc., Dept. HA, 210 
Erie N. W., Grand Rapids, Mich. 


Item 36 
New exterior house paint 


Acme’s new house paint does al! 
exterior wood and masonry sur- 
faces, dries in minutes and is blist- 
er resistant. It is available in a 
range of fade-resistant and stain- 





CONSUMERS 
DEMAND 
QUALITY 


and get it with every 
GERING Brand! 


— In GERING Brands quality shows, quality pays 
off! Record high ’59 sales prove once again 
that wide consumer acceptance of GERING 
Brands brings highest sales, greatest profits and 
builds satisfied customers for the future! There’s 
strong sales ahead for you, too—just stock the 
GERING Brands. You’ll be re-ordering soon! 


“STAY-FRESH'" PACKAGING 


LPA BOOSTER INGREDIENT 


GUARANTEE SPELLED OUT 


3 
. Sprinkle. 


g Hose 
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GERING 
SERING 


division of Studebaker-Packard Corp., Kenilworth, N.J. 


A brand for every need...a@ hose for every pocketbook. Write for full particulars on the line for 1960! 
Want more facts? Circle 172, p. 145 
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resistant colors including a new 
white. It resists alkalis, fumes and 
mildew. Its uniform low sheen 
helps minimize surface defects. Ap- 
plication can be made with brush, 
roller or sprayer. Acme Quality 
Paints, Inc., Dept. HA, 8250 St. 
Aubin Ave., Detroit 11, Mich. 


Item 37 
Power tool safety device 

This new safety return device 
for DeWalt’s Power Shop model 
925 is known as the Saf-T-Bak. It 
automatically returns the motor 
carriage, from which the saw blade 





is suspended on a radial-arm power 
tool. This unit is self-contained 


and can be quickly mounted. A spe- 
cial spring arrangement and cable- 
retrieving reel permits a long cable 
pay-out. A hook on the end of the 
cable attaches to the rip-lock of 
the motor carriage. DeWalt Div., 
American Machine & Foundry Co., 
Dept. HA, Lancaster, Pa. 


MOVING FAST...MAKING MONEY! 


New SUN RAY Steel Wool Packs 


Newly designed! Excitingly colorful! Sun Ray’s handsome 
steel wool packs encourage self-service and impulse buying. 
And customers quickly discover helpful job information on 
every package—a sure sales clincher! These bright, new 
packs, plus Sun Ray’s 40-year reputation for highest steel 
wool quality, pay off big in sales volume. Many retailers 
report 4-time turnover ...up to 40% profit margin! Sun Ray 
stimulates your sales with consistent magazine advertising 
... supports you locally with helpful point-of-sale and direct 
mail aids! 

Order Sun Ray from your jobber today, or write for free 
literature to: THE WILLIAMS COMPANY, London, Ohio 


Item 38 
Carded plastic hose nozzle 


Here’s an improved Vichek 
Trans-Flo plastic hose nozzle at a 


Su Kay 


Ns 
7 


reduced price. The transparent 
green Tenite nozzle has a red band 
and adjusts from spray to heavy 
stream. It is leakproof, lightweight 
and has a streamlined design. This 
nozzle comes in display boxes or 
carded. There are 12 to a standard 
package and six packages to a ship- 
ping carton. Vichek Tool Co., Dept. 
HA, 3001 E. 87th St., Cieveland 4, 
Ohio. 
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TWIN PACK with 16 Layer-Built pads divides 
into two 8 pad packages. 7 grades, #0000 
to #3. 


3-IN-1 PACK holds 6 Layer-Built pads... two , , 
each of fine, medium and coarse grades. Two interchangeable lids are 


ONE POUND BULK TUBES, 7 grades, also 3 provided with the B-150 Convert- 


: grades of shavings. ible % gal Poly Pitcher. Bliss- 
Want more facts? Circle 173, p. 145 
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Item 39 
Y2 gal pitcher, two lids 








craft’s pitcher, the open-mouth lid 
and the standard closed lid are 
made of polyethylene. The gold- 
embossed closed lid permits the 
shaking, mixing, and refrigeration 
of beverages. The open-mouth lid 
has an ice. retainer. Other fea- 
tures are graduated measuring 
units, tip-proof base and a grip 
handle. It comes in white with 


turquoise, pink, yellow, or red lids. 
Retail price is $1.49. Blisscraft of 
Hollywood, Dept. HA, Box 47607, 
Los Angeles 47, Calif. 


Item 40 
Liquid home pool algaecide 


Liquid Quickee Kleen-Pool is a 
new nonpoisonous liquid algaecide 
for home plastic wading pools. It 
deodorizes and cleans by inhibiting 
slime-producing algae. This prod- 
uct comes in a plastic 8-oz bottle 
and retails for $1.49. Quickee 
Products, Inc., Dept. HA, Box 312, 
Yonkers, N. Y. 


Item 41 
Household aid assortments 


With a minimum investment you 
can now stock two compact assort- 
ments of Selfix self-adhering plas- 


Selfix Products Co., 


tic household aids. Bath acces- 
sories assortment No. 150 shown, 
includes soap dishes, towel bars, 
toothbrush and tissue holder ac- 
cessories, prepriced from 25¢ to 
69¢. A free wire rack merchan- 
diser is packed with each assort- 
ment and includes a display card. 
Hook assortment No. 151 includes 
single to five prong hooks and re- 
tails for $23.52. The bath acces- 
sories assortment retails for $41.28. 
Dept. HA, 223 
W. Erie St., Chicago 10, Ill. 


Item 42 
Vinyl bathroom ensemble 


Here’s a bathroom ensemble by 
Detecto Scales in a vinyl fabric. 
This fluted vinyl ensemble comes 
in gold, white, black, and pink. It 
consists of a family-size hamper, 
rustproof aluminum wastebasket, 
and brush holder. Each item is 
covered with vinyl and accented by 
top and bottom goldtone trim. The 
ensemble is rustproof, ventilated, 
and easily cleaned. Hamper 











come = 


Fishermen and Tool Users: 


f5 They’re ready spenders when 
they see a KENNEDY KITS display! 


Fishermen and tool users take pride in their equipment— 
and the kits they keep it in. Turn this pride into big profits 
and fast turnover by keeping your Kennedy Kits where 
they can be seen and handled. 


These fine kits invite close examination. The minute your 
prospect examines the detailed workmanship of a Kennedy 
Kit, your sale begins. 


Watch him sell himself as he opens the covers—slides the 
drawers in and out—lifts up the cantilever trays to see how 
smoothly they operate. He likes to imagine his own equip- 
ment in one of these attractive new kits. 


The Kennedy Profit Plan shows you how to capture the interest of this 
ready-spending hardware traffic. And how to tie-in hand tools and fishing 
equipment for extra related-item profits. 


SEND FOR YOUR KENNEDY PROFIT PLA 





Kennedy Kits | 


! 
i 
i 
i 
KENNEDY MANUFACTURING CO. | 
DEPT. 113, VAN WERT, OHIO ! 

' 


Please send me complete details about the 
Kennedy Profit Plan. 


Business name 
Requested by 
Address 


City 


TODAY! 
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(shown) retails for $14.95, the 
wastebasket for $5.50, and the 
brush holder sells for $5.95. De- 
tecto Scales, Inc., Dept. HA, 540 
Park Ave., Brooklyn 5, N. Y. 


Item 43 
Floral patterned tumbler 


This White Blossom single color 
pattern is available on Hazelware’s 
9% oz clear glass, and an 80-oz 
ice lip pitcher. The glass is 10¢ 


and the matching pitcher retails 
for 79¢. Hazel-Atlas Glass Div., 
Continental Can Co., Dept. HA, 
100 E. 42nd St., New York 17, N. Y. 


Item 44 
9-in. lawn edger-trimmer 


Homko’s Lawn Scout 9-in. edger- 
trimmer, Model 5399, converts to 
either tool in seconds. When the 
blade is horizontal it becomes a 
trimmer and when it is turned 
perpendicular it is an edger. This 
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unit has a 2 hp, 4-cycle engine, re- 
coil starter, and fingertip throttle. 
The tempered steel blade, when 
used in trimmer position, cuts with 
rotary suction action. Other fea- 
tures are a fingertip lever for con- 
trol of edging depth and trimming 


height, three wheels and an edging 
guide. Western Tool & Stamping 
Co., Dept. HA, 2725 Second Ave., 
Des Moines 138, lowa. 


Item 45 
Window glazing cartridge 
Window panes can be replaced 
and set by amateurs using Gib- 
son-Homans’ window glazing cart- 
ridges with the new Glaz-Matic 
nozzle and Stop-Flo. This nozzle 
provides the correct amount of 
glaze to get a seal between glass 
and window frame. Handi-glaze 
forms a tough elastic seal and is 
weatherproof. The plunger is made 
of flexible plastic and creates a 


powerful suction to pull glaze back 
into cartridge. Gibson-Homans Co., 
Dept. HA, 2366 Woodhill Rd. Cleve- 
land 6, Ohio. 


Item 46 
Vinyl! ball in three sizes 


Here’s a sturdy vinyl] ball added 
to Barr’s line of decorated balls. 


It has blue and gold designs over a 
solid flame base. Four sizes and 
shapes of floor displays are avail- 
able. The balls are also sold in 
dozen packs. Three sizes are avail- 
able 432, 54%, and 6% in. diam- 
eters. Retail prices are 59¢, 79¢, 
and $1. Barr Rubber Products Co., 
Dept. HA, Sandusky, Ohio. 


Item 47 
Family cabin tent model 


A family cabin tent has been 
added to the Wenzel line for 1960. 


It is made of water and mildew 
resistant drill, with a heat-reflec- 
tive aluminum treated canvas top. 
This tent has a sewed-in floor, 10 
x 12 ft base, 7-ft center height, 
and 5%-ft wall height. It has a 
nylon screened zipper door and 
canvas closure. Nylon screen win- 
dows on both sides with inside 
storm flaps provide ventilation and 
storm protection. An _ extension 
porch 10 x 7 ft snaps to the front. 
H. Wenzel Tent & Duck Co., Dept. 
HA, 2200 S. Hanley Rd., St. Louis 
17, Mo. 

(Continued on page 140) 
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» Hardware & Building 
Products 





M-D Aluma-Slide SLIDING DOOR TRACK 


For any size cabinet... any panel material 


Panels glide along on smooth ridges—not one 
flat surface. Comes in decorative Alacrome, Ano- 
dized Albras, Anodized Albright or Anodized 
Satin. Completely packaged sets. Holes drilled— 


screws furnished. 


Sets available for %”", %", %”, ’” or %” sliding 
panels of plywood, hardboard, etc. 





500 Series 


$5.95 


400 Series 


$4.50 


M-D ALUMINUM MAIL BOXES 
in 6 lifetime Anodized Finishes! 


3 distinctive styles. Choice of 6 gorgeous color combina- 
tions. Never rust, tarnish or need polishing. 


Personalized FREE! 


Engraved name plate available with each mail box at 
no extra cost. 








M-D OT-400 REVERSIBLE 
SLIDING DOOR HARDWARE 
OT-400 hangers are used on 
either 3/4 ° or 1-3/8" doors 
us? Dy reversing their posr- 
Tubular packaged sets 
4 5,6and 8 Ft. len 3th: 


M-D ALUMINUM LEVELS 


Here s a high quality, precision 
tool at a sensible price. Tough, 
non-breakable Pyrex vials. 10 
sizes from 18” to 96”. Individ- 
vally packed in Poly tubing 























M-D MOULDING & TRIM 


Wide variety of shapes and 
sizes for all thicknesses of mo- 
In permanent, high 
quality anodized aluminum 
finish—also in polished alumi 
num, brass or stainiess steel 


M-D LOUVERED CORNICE 
VENTS 


Heavy-gauge stamped alumi- 
num with re-inforcing ribs for 
extra rigidity. Also in Anodized 
Albras finish. Two sizes— 
4” x 16" and 8” x 16”. Easy 
to install 





M-D FOLDING DOOR HARDWARE 


Can't be matched for ease-of- 
operation, ease-of-installation! 
Use on any interior door, on 
any thickness! Gives full access 
to closets. Saves valuable wall 
and floor space. 


M-D CLOSET RODS 


With Nylon Hanger-Glides. 
Two styles for shelf-mounting 
(shown) or wall-to-wall mount- 
ing. Extruded aluminum in 4 
anodized finishes. Packaged 
sets in 9 lengths from 36” to 
96”. 


MACKLANBURG-DUNCAN COO Sais ccnomcn oe 
= a BOX 1197 © OKLAHOMA CITY 1, OKLA. 


Want more facts? Circle 175, p. 145 





NOW... 
the superlative 
you would 


Here is the superlative 
new idea you would expect 
from the experienced moulder .. . 
a wholly new idea in ice chests and 
ice buckets ... the NEW LIFE-LIKE 
coolers for the fun season. 
cm 
Keeps ice, keeps cold foods 
cold and hot foods hot, for days, 
not hours. 
e 
Two pounds /ight, 26 quarts dig. 
a 
Holds a full case of 
beverages, takes quart bottles upright. 
Easy loading. 
od 
Guaranteed leak-proof, rust proof, 
mold-resistant, easy cleaning, tough, 
shock-resistant, no food odors. 
It’s easily washable. 
= 
Self-insulating, 
entirely of Koppers 
expandable polystyrene. 


Now available 
a startling 
new ice bucket 
retailing for $1 


LIFE-LIKE 


PRODUCTS, INC. 


Housewares Sales Division 
Crisfield, Maryland 


Want more facts? Circle 176, p. 145 
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(Continued from page 138) 


Item 48 
Kit for furniture building 


Tables, benches and children’s 
furniture can be made with Stan- 
ley-Judd’s new Shelf-Master kit. 
Shelves are not included. The kit 


contains four 10-in. hardwood spac- 
ers, four end caps, four 14-in. spac- 
ers and four 4-in. legs with brass 
ferrules. All spacers have spiral 
furniture dowels at one end. This 
kit, individually boxed with instruc- 
tions, retails for about $5.98. All 
Shelf-Master parts can be bought 
separately and used with Stanley 
wood legs for other projects. Stan- 
ley-Judd, Div. Stanley Works, Dept. 
HA, Wallingford, Conn. 


Item 49 

New photofiash battery kit 
Eveready’s new photoflash bat- 

tery kit for the Wink-Light at- 

tachment for the Polaroid camera 

will help you cash in on replace- 

ment sales. This kit contains one 


#460 photoflash battery and one 
#488 photoflash bulb in a special 
unit-package that retails for $2.50. 
Six of these kits come in a display 
carton, offering you a 33 percent 
profit. Union Carbide Consumer 
Products Co., Division of Union 
Carbide Corp., Dept. HA, 535 Fifth 
Ave., New York, N. Y. 


Item 50 
Garden tool file display 


Here’s an attractive counter mer- 
chandising kit for new Clemson 
Star brand rotary mower and gar- 
den tool files. The display box holds 
12 individually packaged files in a 
plastic sleeve that is transparent 
on one side. Descriptions and illus- 
trations of its uses are imprinted 
on the underside of the sleeve. The 
file is useful for sharpening blades 


of rotary mowers, garden tools and 
other household tools. Clemson 
Bros., Inc., Dept. HA, Middletown, 
N.Y. 


Item 51 
Portable electric jig saw 


This Thor 444 portable electric 
jig saw can cut 6-in. lumber as 
easily as it handles intricate cut- 
ting work. The SpeedSaw has six 
blades, four for wood-cutting and 
two for metal work, a rip guide 
with circle-cutting provision and 
a protractor. Other features are 
an oversize safety switch, universal 
series-wound motor, 10-ft 3-con- 
ductor lead cord, side knob handle 





and polished cast aluminum hous- 
ing. SpeedWay Div., Thor Power 
Tool Co., Dept. HA, 1421 Barns- 
dale Rd., LaGrange Park, Ill. 


Item 52 
Packaged aluminum toy sts 


Six different sets of aluminum 
toys are available in new display 
cartons with Mylar show windows. 


These Mirro toy packages include 
a muffin set, bake set, coffee pt 
set, cooky set, serving set and a 
fry set. Retail prices range from 
39¢ to 69¢. A space-saving dis- 
play rack is offered free when you 
buy a selected assortment of toy 
sets. Mirro Aluminum Co., Dept. 
HA, Manitowoc, Wis. 


Item 53 
Nine barbecue tool sets 


Everedy’s Silver Steed line of 


barbecue tools features die cast 
chrome chessman on all items. 
Black hardwood handles, knotted 
black thongs and protective chrome 
shields are other features. Nine 
sets are available in display car- 
tons. Included in the line are all- 
purpose tongs, a hot dog roaster, 





COMPARE AMES 
ROTO -EDGER 
with any 

other rotary 
lawn shear 


ames 


puts 
more zing in the steel... 


Turn the wheel of an Ames Roto Edger and listen to the quality shear- 
ing sound. Note the extra weight in the head for longer life and easier 
trimming. Check the exclusive shift lever on a #30 that adjusts cutting 
blade for maximum efficiency. Ames Roto Edger is reversible — can be 
used in either direction. America’s fastest selling rotary lawn shear. 


No. 30 Deluxe No. 20 Universal No. 10 Standard 


66%4% markup — full 40% profit. 


IT’S PRESOLD ... POWERFULLY SO...IN 
Better Homes & Gardens House & Garden Living 
a Gardening House Beautiful Sunset 


Qu AMES) _—- 
WHY NOT STOCK THE COMPLETE AMES LINE? METAL HOUSEWARES 


Pee 
aon 


O. AMES CO. PARKERSBURG, WEST VIRGINIA 
Want more facts? Circle 177, p. 145 


HARDWARE AGE, April 7, 1960 © 141 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 145 


At 
i 














a steak turner and a basting brush. 
Items are also available in bulk or 
on individual display cards. Everedy 
Co., Dept. HA, Frederick, Md. 


Item 54 


Revolving tool merchandiser 


More than 200 tools can be dis- 
played from P & C Tool’s Satellite 
200 merchandiser. Three 3-sided 


pylons turn easily on an axis. It is 
oo in. in circumference and 5 ft 
high. Tools displayed in the nine 
vinyl-clad aluminum panels are pre- 
priced for easier customer handling 
and tool shadows on the merchan- 
diser are numbered for stock con- 
trol. P & C Tool Co., Dept. HA, 
Box 5926, Portland 22, Ore. 


Item 55 
Eight sleds in 1960 line 


Red runners, side rails with 
chrome bumpers and super steering 
are featured in the 1960 line of 
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eight Flexible Flyer sleds. All 
models from the No. 37 to No. 65 
have white ash deck boards. Ta- 
pered lines from front to rear in 
racer style are on all sleds except 
Nos. 55 and 56. Grooved airline 


runners curve up to attach to the 
rear of the sled decks. S. L. Allen 
& Co., Dept. HA, 5th St. & Glen- 
wood Ave., Philadelphia, Pa. 


Item 56 
Skewer display of 112 items 


Androck’s No. 400 skewer dis- 
play is a hardboard panel 36 x 32 
in. that holds nine items from a 
314-in. poultry pin to 30-in. shish 
kabob skewers. Peg hooks 6 in. 
long, hold 112 carded or packaged 
items. A steel wire easel supports 
this display. An instruction sheet 
shows easy set-up, retail prices and 
reorder information. No. 400 as- 


sortment has a retail value of 
$87.90. Washburn Co., Dept. HA, 
28 Union St., Worcester 8, Mass. 


Item 57 
Viny! repairer on new cards 


Duro-Plastic Menders (PM-1 and 
PM-9) for repairing vinyl prod- 


ucts are now available in two spe- 
cial multi-color Show-Pak display 
cards. A strip of 1 x 8 in. trans- 
parent vinyl film is included with 
the new 1%4-oz. tube to patch holes. 
This size retails for $1. A *%4-0z 
tube sells for 39¢. Woodhill Chem- 
ical Co., Dept. HA, 1390 E. 34th 
St., Cleveland 14, Ohio. 


Item 58 
Plastic storage container 


This new plastic home storage 
item is called Polly Flex Kaddy 
Bin. Republic Molding’s sturdy 
container is attachable to walls, 


cabinets and closet doors. It is used 
for storing paper bags, pan covers, 
recipes, cleaning supplies, and tools. 
This item, No. 232, is 4% x 14 x 
54% in. It comes packed in dozens, 
in solid or assorted colors of cop- 
per, beige, or white. Retails for 
$1.29. Republic Molding Corp., 
Dept. HA, 6465 N. Avondale Ave., 
Chicago 31, Ill. 





Turn to p. 144 for a listing of 
new aids to help you sell better. 
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Nevt time rake sure tits... 


LUSTRACRYSTAL’ BY AMERICAN-SAINT GOBAIN 


In more and more glazing situations, customers appre- 
ciate the extra strength of this quality heavy sheet 
glass by American-Saint Gobain. LUsTRACRYSTAL® 
(3/16”, 7/32” and 1/4” thicknesses) can take abuse, 
not only in windows, sliding glass doors and storm 
sash, but as shelving, glass stairwalls, jalousies and 
furniture tops. 

Recommend it! LUSTRACRYSTAL has quality that’s 
easily seen and sold—superior clarity and minimum 
distortion—a fire polished, lustrous, scratch resistant 





surface. As with American-Saint Gobain’s other fa- 
mous brand window glasses — LUSTRAGLASS® and 
LUSTRAGRAY® — no sheet glass receives more careful, 
rigidly scheduled control of quality during production. 

Stock LUSTRACRYSTAL and sell it hard for bigger 
profits. See your local independent glass jobber . 
or contact our district office nearest you. 


AMERICAN-SAINT GOBAIN CoRPORATION. Dept. HA-20, 
625 Madison Avenue, New York 22, N. Y. 





NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted. Circle number, p. 145 for your copy 


ITEM 81 POWER TOOL CATALOG—De- 
scribes in 44 pages the Boice- 
Crane line and features Golden 
Anniversary models. New items de- 
scribed are a 10-in. tilt arbor saw, 
gear drive drill press and improved 
hand stroke belt sander. Boice- 
Crane Co., Dept. HA, 990 W. Cen- 
tral Ave., Toledo 6, Ohio. 


ITEM 82 WATER SYSTEMS ENVELOPE 
STUFFER—Features the new Dem- 
ing Majorjet shallow well jet water 
system. Illustration shows the hori- 
zontal 12-gal tank model, the 4- 
gal model and the 42-gal tank size. 
These stuffers have room for your 
imprint. Deming Co., Dept. HA, 
Salem, Ohio. 


ITEM 83 FISHING TACKLE CATA- 
LoGc—Contains 64 pages illustrat- 
ing the Wright & McGill line. 
Articles on trout habits, bass fish- 
ing and ocean game fish are fea- 
tured. A fishing calendar is in- 
cluded. New 1960 products high- 
lighted are the Model 88A reel and 
the Trailmaster line of fly, spin- 
casting and spinning rods. Wright 
& McGill Co., Dept. HA, Box 518, 
Aurora Station, Denver 8, Colo. 


ITEM 84 PAINT INVENTORY SHEET 
—Is also an order blank for Proc- 
tor products. A business reply en- 
velope is part of the inventory 
sheet. An ad promotion kit is also 
available. Proctor Paint & Varnish 
Co., Dept. HA, 143 Woodworth 
Ave., Yonkers, N- Y. 


ITEM 85 WOODWORKING TOOL 
BULLETIN—Contains data on pop- 
ular Greenlee line items. More 
than 75 tools are described includ- 
ing solid-center auger bits, expan- 
sive bits, augers and car bits, 
power bits, chisels, gouges and 
screw drivers. Bulletin H-308. 
Greenlee Tool Co., Dept. HA, Rock- 
ford, Ill. 


ITEM 86 FISHING TACKLE CATA- 
Loc—Covers the 1960 line of Airex 
reels, rods, kits, lures and accesso- 
ries in 12 pages. A baseball glove 
line, sports rainwear and air mat- 
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tress descriptions are available on 
catalog pages. Airex Corp., Dept. 
HA, 411 Fourth Ave., New York 
16, N. Y. 


ITEM 87 TENT, SLEEPING BAG 
CATALOG PAGES—Are bound in a 
file folder cover describing the 
company. Gate-fold pages _illus- 
trate more than 50 tents, accesso- 
ries and boat covers. The sleeping 
bag page covers the full Wenzel 
line. H. Wenzel Tent & Duck Co., 
Dept. HA, 2200 S. Hanley Rd., St. 
Louis 17, Mo. 


ITEM 88 POCKET-SIZE VISE CATA- 
LOG—Shows more than 70 items in 
18 pages with specification and 
prices for the Palmgren products 
line. Included are drill press vises, 
milling machine vises, air vises, 
and rotary and indexing tables. 
Catalog No. P100. Chicago Tool 
and Engineering Co., Dept. HA, 
83883 S. Chicago Ave., Chicago 17, 
Ill. 


ITEM 89 HACKSAW BLADE FOLDER 
—Illustrates and describes the At- 
kins Silver Streak line. Items cov- 
ered are all-hard and flexible back 
blades, tungsten power blades and 
Standard alloy steel blades. Hack- 
saw frames in four price classes 
are described. Atkins Saw Div., 
Borg-Warner Corp., Dept. HA, In- 
dianapolis 25, Ind. 


ITEM 90 LURE CATALOG FOR 1960 
—Features Daredevles with a 
color selector backed by a cross- 
reference information table. Sizes, 
weights, colors and patterns are 
listed. Fishing tips are included. 
Lou J. Eppinger Mfg. Co., Dept. 
HA, 1757 Puritan Ave., Detroit 3, 
Mich. 


ITEM 91 GARDEN NOZZLE BULLE- 
TIN—Describes Trans-Flo plastic 
hose nozzles. Packaging, display 
and test data is included in Bulle- 
tin L-1695A. Vichek Tool Co., 
Dept. HA, Cleveland 4, Ohio. 


ITEM 92 BruSH LINE CATALOG— 
Lists Flo-Pac’s line of more than 
1000 articles. Twenty pages are 


devoted to rotary machine brushes. 
Garage and floor brushes, auto 
brushes and sanitary maintenance 
tools are covered in the other 100 
pages of No. 212, Flour City Brush 
Co., Dept. HA, 1501 4th Ave. 
South, Minneapolis 4, Minn. 


ITEM 93 Two POWER TOOL CATA- 
LoGsS—Cover the 1960 Skil line. 
One covers Skil industrial-automo- 
tive tools and other describes the 
“500” line for the do-it-yourselfer 
and hobbyist. Skil Corp., Dept. 
HA, 5033 Elston Ave., Chicago 30, 
Tl. 


ITEM 94 OUTDOOR FIREPLACE 
PAMPHLET—Is called “You Can 
Build This Attractive Outdoor 
Fireplace.” Step-by-step methods 
of constructing a standard model 
front and back type with warming 
ovens or a de luxe side-by-side out- 
door unit are illustrated. Included 
are the sizes and amounts of mate- 
rial needed. Bennett-Ireland Iunc., 
Dept. HA, 55 Exchange St., Nor- 
wich, N. Y. 


ITEM 95 BUILDERS’ AND CABINET 
HARDWARE CATALOG—Covers the 
Baldwin line and is divided into 
seven sections. It contains an A to 
Z cross reference index and per- 
mits additional sheets to be addea. 
Includes the 1960 price _ sheets. 
Baldwin Hardware Mfg. Corp., 
Dept. HA, Reading, Pa. 


ITEM 96 RAILINGS AND COLUMN 
SHEET — Stresses the advantages 
of Adjust-A-Rail wrought-iron 
models. It tells how to plan and 
measure for installation. All parts 
are described and installation ideas 
presented. Adjust-A-Rail Co., Dept. 
HA, Lodi, Ohio. 


ITEM 98 1960 MOWER LINE CIRCU- 
LAR—Shows the Eclipse line of 13 
models including rotary and riding 
units. Models described range from 
a 17-in. economy model to a 26-in. 
Ranger riding unit. Eclipse Lawn 
Mower Co., Dept. HA, Prophets- 
town, Ill. 


ITEM 99 NEW HAMMER CATALOG 
SHEET—Gives details on Vaco’s soft 
face model with replaceable tips 
that are interchangeable. Vaco 
Products Co., Dept. HA, 317 E. 
Ontario St., Chicago 11, Ill. 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail to HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


> Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


> You must keep posted on these new ideas if you want to 
keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


> Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 
forward your request to manufacturers and you will receive 
from them the latest information available. 


> Remember, with competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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See reverse side of this page for complete details 


...fresh new beauty for switches and outlets 
...b1g new sales for you! 





/DECORATOR 
WALL PLATES 


GENERAL @@ ELECTRIC 


WIRING DEVICE DEPARTMENT + PROVIDENCE 7, RHODE ISLAND 


Your customers get new “style your own” 
flexibility with G-E decorator wall plates 


at 


a 


Brown or Ivory frames ... plus choice of inserts. . 


Each beautiful new G-E wall plate is packaged 
as a three-piece kit: (1) an attractive sculptured 
brown or ivory frame; (2) a textured metal 
insert, colored gold on one side, silver on the 
other; (3) a clear plastic insert plus mounting 
screws. Handsome combinations can be made to 


You get a choice of 2 


. match any decor 


match any decor. Your customer can choose the 
gold silver insert for the smart, good looks of 
rich gleaming metal. Or — for dramatic special 
effects — the user can display swatches of wall- 
paper, paint, or fabric under the protective clear 
plastic insert. Either way, you make extra sales! 


hard-selling 


merchandise packages to boost sales 

















New GE9100-0 Decorator Wall Plate Merchandiser Package: 
Displays 30 single-gang switch and outlet plates (49¢) 
in ivory and brown — in vertical arrangement that gives 
you maximum sales from minimum space. 


ncn ete 


»corator WALL PLATES 


that match your color scheme 


TLETS 
EASY TO INSTALL OVER PRESENT SWITCHES AND ovU 
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GE1010-0 Decorator Display Assortment: Includes single 
(49¢) and two-gang (98¢) plate kits — plus new G-E 
Lighted Pushbutton Switches ($1.00) and new G-E 
4-Plug Outlet, for profitable related sales. (39¢) 


(All prices shown are manufacturer’s suggested retail prices) 


Get into the profitable Decorator Wall Plate business! 


Progress /s Our Most Important Product 
ELECTRIC 





SPRING SPECIALS ON 


STANLEY BUILDERS NATIONALLY ADVERTISED 
SAW KITS IN 
| LIFE 
SATURDAY EVENING POST 
POPULAR MECHANICS 
POPULAR SCIENCE 


EVERYTHING YOU NEED... 


e AD MATS 
@ PRODUCT FOLDERS 


@ CO-OP ADVERTISING 
ALLOWANCE 


»»»- FOR LOCAL ADVERTISING, 
»»- FOR IN-STORE AND 
DIRECT-MAIL PROMOTION! 


Get complete information from your 
wholesaler now, or write: Stanley Electric 
Tools, Div. of The Stanley Works, 3804 
Myrtle St., New Britain, Conn. 


Priced right and nationally advertised 
to build bigger profits for you! 


Look at the savings... your customers will! Up to $15.00 off on Stanley’s saw 
kit specials for Spring. And look at the full-page national advertising directed 
at your prime prospects. Tie in with this power-packed Spring promotion. . 
these are the saws and kits dealers sold out in last year’s promotion! 





Reg. Price NOW SAVINGS 


H268 61" Saw $54.95 $49.95 $ 5.00 


H268K 612" Saw Kit 
(if items bought separately) 9-95 $6.95 13.00 


SPRING 
*H269K 6" Saw Kit 
SAVINGS (if items bought soporte 79.95 67.95 12.00 
*H270K 7" Saw K 
j Otter Onte (If items bought seperately) 94.95 79.95 15.00 
ny Sh, SESS ‘ALL BALL AND NEEDLE BEARINGS 


Prices slightly higher in Canada « Subject to change without notice 


SELL.STANLEY ELECTRIC TOOLS—ZAe complete line with neu design 





SPECIAL 














Powerful heavy-duty Stanley H75 sabre saw 


cuts wood, plastic, steel. Flush-cutting blade 
works right up to vertical surfaces, You get 
bonus business in extra blade sales, too. 


AMERICA 
This famous trademark d 


Stanley's new H264 “router with the light.” 
Fast depth adjustment for cuts as fine as .004 
of an inch. A router sale means additional 
profit in Stanley router bits and accessories. 


over 20,000 quality 


BUILDS BETTER AND Lives 
products 


Stanley's rugged H31 belt sander rough- 
sands and finishes wood, metal or plastic. 
includes fine, medium and coarse belts— 
with steady repeat sales on replacement belts. 


BETTER WITH STANLEY 


oa eee oe cen electric 


STANLEY 


REG. U.S. PAT, OFF, 
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tools © builders hardware ® industrial hardwcre © drapery hardware * avtomatic door controls © aluminum windows ®© stampings 
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A look at wholesaling 


by Thomas A. Fernley, Jr., managing director 
National Wholesale Hardware Assn. 


New, modern facilities reflect stability of wholesalers. 


W hat is happening to wholesalers? Here is 


a timely, thoughtful overall look at hardware 


wholesalers, retailers and manufacturers 


We live in an ever-changing 
world, and the hardware industry 
is no exception to this change. In 
view of the changes that have oc- 
curred, I think it would be instruc- 
tive to take a look at the hardware 
industry to examine the nature of 
these developments. 

An important reason for taking 
this look is the fact that the health 
and welfare of the retailer and 
wholesaler are of major concern to 
manufacturers, as well as to the 
rest of the industry. 

I think that in the past only one 
side of the coin has been examined 
in a very critical and thorough 
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manner. Both sides of the coin 
should be examined if we are to 
fully understand what is happen- 
ing. 

Much is made of the departure 
from the scene of a number of 
wholesalers. Not too long ago I 
analyzed the records of.the Na- 
tional Wholesale Hardware Assn. 
and found that in a 10-year period 
some 20 members had liquidated, 
sold out or otherwise left the field, 
for various reasons. 

In that same 10-year period, 20 
wholesalers had joined the associa- 
tion. Some of the business volume 
of the ones who left was picked up 


by the new houses, some by older 
members, and some by other dis- 
tributors. 

The reasons for these departures 
are varied. Some were dve to op- 
portunities presented by the de- 
mand for their real estate; some 
were due to the wider distribution 
of stock to non-managament mem- 
bers of families and their interest 
in buying something “on the Big 
Board”; and some were due to 
estate taxes which have become 
such a problem when there is no 
company stock in the hands of the 
public. 

The tax situation, of course, is a 
new development of about 30 years. 

I believe you will find that prac- 
tically all of the families involved 
in the sales of their companies are, 
economically, in the very well off 
classification. Where did they ob- 
tain their wealth? It came from 
the wholesale hardware business. 

You may say, “Well that was in 









MORE SPORT! 
M@ Long famous MORE SALES !. 


or quality on the ME’ Tt1,) hed/und | 
nation’s ski trails, BA''T) "bad Mey Ta) ay 
Hedlund is aname EQUIPMENT 


earning equal pop- 
ularity among to- 
bogganing fans... 
the sled set...and 
hockey players. 
Write for your 
new Hedlund cat- 


alog...order soon! 


41 hedlund TORBOGGANS...selected hardwood 


..extra heavy runners...available in seven sizes. 


@ hediund SNO-BOGGAN. .. combination 
child’s sled and toboggan... 40 inches long, 
15 inches wide. 


3 The American Sled... beautifully varnished 
hardwood body with fully turned up safety 


runners ... lengths from 


36 to 55 inches. 


@ hediund HOCKEY | 
STICKS... four styles | 
in choice hardwoods... 
complete range of lies 
and lengths. 


hedlund MANUFACTURING COMPANY 


NOKOMIS, ILLINOIS 
Want more facts? Circle 181, p. 145 
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302 in the year 1940; in 1950 the 
membership was 376; and at the 
end of 1959 the total was 377. 
Before leaving the wholesaler for 
awhile, I would like to mention that 
his volume of business in 1958 was 
5.66 times the volume done in 1935. 
That is an appreciable increase. 
Now let’s take a look at the re- 
tailer. His health could be better, 
we all know. However, is his health 
bad? Figures which I recently re- 
ceived from the Bureau of the Cen- 
sus look pretty good. His volume 
in 1958 was 5.47 times his 1935 


A look at wholesaling 
(Continued) 


the past.” My answer is that the 
net after taxes has been lower. It 
was lower 40 years ago and it was 
excellent 10 to 15 years ago—and 
there is no reason why it shouldn’t 
be excellent again, and soon. 

It is of interest to observe that 
the membership of the National 
Wholesale Hardware Assn. totaled 





THERE 1S NO OTHER 
DOOR CLOSER LIKE THIS 


ILLINOIS 
GLIDRAULIC 


PATENT PENDING 





NEVER A BOUNCE. 
NO HEEL CATCHING. 
always a gliding close. 


iT IS FILLED WITH 
HYDRAULIC FLUID. 
not air! Sealed fora lifetime. 


[ 


MORE POWER 
AGAINST THE WIND... 
No slam! No bang! 





























HEAVIER ROD 
FASTENS TO DOOR... 
better pulling power 


eee DOUBLE NEVER nae UIRES 
LATCHING POWER... ADJUSTMENTS... 


Pulls door tight! anywhere, yh SEES 

















stl 


ALL STEEL HEAVY SAME CLOSING ACTION 
DUTY RTS. AS IN COMMERCIA 
with Baked Enamel Finish. Expensive closers. 


15 YEAR GUARANTEE 
IS CALLBACK INSURANCE.. 


» 


wou” ————EE 
NEW! NEW! 


GLIDRAULIC MODEL 10 GLIDRAULIC MODEL 15 GLIDRAULIC MODEL 20 

for Storm and Screen Doors for 1%” - 1%" Jalousie and designed for interior doors in 

up to 1%" thick. . retail $595 Hollywood Doors. retail $595 offices, homes, schools, etc. 
Similar to Models 10 and 15. 


retail $795 
Write now for catalog and specifications 


NEW! 


Loto oe LO) be OO] OF. Ga oF oF 


800 So. Ada Street Chicago 7, Illinois 
Manufacturers of Cabinet Locks, Padlocks and Glidraulic Closers 
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NWHA Membership 


376 377 


1940 1950 1959 


Changes in membership of National 
Wholesale Hardware Assn. 


sales, which compares favorably 
with the wholesaler’s increase. 

Then, using the same Bureau of 
the Census figures, we find that in 
1929 the retailer of hardware did 
1.46 per cent of the sales of all 
retail stores; in 1933, 1.24 per cent; 
following World War II the figure 
rose to 1.90 per cent in 1948; and 
gradually it came down to 1.32 per 
cent in 1958. With all of the re- 
ported excess spendable income, I 
consider the latter figure a good 
one, but I could be wrong. 


What about manufacturers? 


I do not have figures on the num- 
ber of retailers who have gone out 
of business, or the number who 
have entered the business so I 
cannot give you that comparison. 

So far I have dwelt on the whole- 
saler and the retailer. With so 
much talk generated by the sale 
or liquidation of wholesalers, I 
wondered what was the situation 
with respect to our manufacturing 
friends. 

The 1959 Membership Directory 
of the American Hardware Manu- 
facturers Assn., when compared 
with the 1949 Membership Direc- 
tory, reveals some very interesting 
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BUILT Ge 


TECUMSEH 






From the Sure-Start wind-up starter to the remark- 
able new fiy-ball mechanical governor (as standard 


equipment) . . . Tecumseh-built engines offer the best | 


combination of exclusive selling features. Add to this 


the long record of “FIRSTS” in our 70 years of quality — 


production. It is no wonder that each year more manu- 
facturers of gasoline-powered equipment standardize 
on Tecumseh-built engines. 


Tecumseh tells your customers this story of quality, 
better performance, trouble-free operation . . . in the 
Saturday Evening Post, Life, Time and other publica- 
tions. This makes it easier to sell . . . builds more satis- 
fied customers. So be sure to specify equipment that 
gives you this big selling advantage . . . Tecumseh- 
powered products. 


TECUMSEH 











om 4 PRODUCTS COMPANY 


BUILDERS OF 





mL USON-POWER PRODU 


Home Office: Tecumseh, Michigan « Engine Plants: Grafton, New Holstein, Wisc. 


Tecumseh is also the world’s largest manufacturer of compressors 
for the air-conditioning and refrigeration industry 
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WERD 


ALUMINUM 
EXTENSION 
LADDERS 


PROFIT 


For the amateur or professional handyman, 
the sturdy, economical 1500 SERIES extension 
ladder is fast becoming an essential piece 
of household equipment. Light enough for 
one-man handling, it is ruggedly constructed 
and bears the Underwriters Laboratories’ 
label for safety. 


Werner aluminum extension and step ladders 
will never rust, rot or splinter—are a sound, 
safe investment for your customers. For profit- 
able ladder sales—investigate Werner's 
complete line today. 


General General Chromtrim 
Purpose For Sinks 
Extension Step & Counter 
Ladders Tops 
1500 ; 370 Baee 
Series Ay imi. i Extension 
Ladders 
With 
Handrails 
1800 


Series 


3 Sas 
N Sa 


TW E RIVE Reson: | 


“THE STA NDARD 7 Please send me complete information on 


OF [] WERNER LADDERS C] CHROMTRIM 





THE INDUSTRY’ — 


301 OSGOOD ROAD Company 





GREENVILLE, PA, Address 





City 
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A look at wholesaling 
(Continued) 


information even though I have 
made this comparison very hastily. 

In the first place, there were 385 
members of that organization in 
1949. About 30 per cent of that 
number are not listed, or are listed 
differently, in the 1959 Directory. 
Some of these may have been 
bought by others and still be oper- 
ating, but they are not listed in the 
same fashion as in 1949. That is 
quite a sizeable percentage. 


Some who have changed 


I’d like to mention just a few 
well known names not under the 
same ownership as in 1949 or who 
have gone out of business. Please 
bear in mind that I am not pointing 
a finger at anyone in mentioning 
these names. I have heard so much 
about Marshall-Wells, Kelley-How- 
Thompson Co., John Pritzlaff Hard- 
ware Co., and, more lately, Shap- 
leigh Hardware Co. and Buhl Sons, 
that I thought it appropriate to 
turn the coin over. 

The companies I refer to as hav- 
ing changed ownership or gone out 
of business (and this list is not 
complete) are E. C. Atkins Co., 
Buffalo Bolt Co., Corbin Screw Divi- 
sion, Henry Disston & Sons, Enter- 
prise Manufacturing Co., Gray and 
Dudley, Griffith (or Germantown) 
Tool Works, Nat’l. Enameling and 
Stamping Co., North Bros. Mfg. 
Co., Oliver Iron and Steel Co., Peck, 
Stow & Wilcox Co., Philadelphia 
Hardware & Malleable Iron Works, 
Pennsylvania Lawn Mower Co., 
Quaker Rubber Corp., Ray-O-Vac 
Co., Reading Hardware Corp., John 
A. Roebling’s Sons Co., E. A. 
Stevens Level Co., and Van Cleef 
Bros., Inc. 


Wholesaler: real factor 


It would be my personal opinion 
that the reasons for the sale or li- 
quidation of these companies closely 
parallel the reasons involved in the 
changes which have taken place in 
the wholesale end of the business. 

Now, let’s take a look at the 
present membership of the Ameri- 





Myers 





@ Myers pumps are Customer Preferred* 


@ Myers pumps are nationally known for Dependability and Quality 


@ Myers pumps feature all the Built-in Extras at no extra cost 


Plus, valuable help to you through reliable 
wholesalers, who are sincerely interested in helping you 
sell Myers Pumps—always ready to give 

you fast, efficient service. 


Get full detailis on how you can sell more Myers Pumps. Write us today or call the dependable Myers Wholesaler nearest you. 


‘Myers’ The F. E. Myers & Bro. Co. 


ASHLAND, OHIO KITCHENER, ONTARIO 


“Brand preference survey results available on request. 
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NEW! GARVEY 


PRICE MARKING 


€ Al Va hardware stores 


EVERYTHING YOU NEED salers should be reflected in either 

TO MODERNIZE YOUR larger membership, due to greater 

PRICE MARKING! interest, or smaller membership 

based on lack of interest in the 
wholesaler. 


A look at wholesaling 
(Continued) 


can Hardware Manufacturers Assn. 
If its membership changed 30 per 
cent, what now? 

First, I would assume I am cor- 
rect in that manufacturers join the 
manufacturers’ association prima- 
rily to contact wholesalers. This 
interest in selling through whole- 


What do the figures show? 


Well, the figures would indicate 
that the wholesaler is of greater 
importance. When we take into 
consideration the 30 per cent 
change in the 385 members in 1949, 
we find that about 200 new mem- 
bers have been enrolled, with the 
total in 1959 at 461. So, Mr. Whole- 
saler is a real factor with these 
manufacturers. 

Now if these figures are correct, 


actual size 
prices 


GARVEY PRICE MARKER —The same auto- 
matic, self-inking Price Marker used by 
the nation’s top mass merchandisers! 


Ruggedly made... thick, hard steel... 


for long use...clear, easy-to-read im- 
pressions every time! 


GARVEY CLEANER AND PRICE REMOVER 
Removes old price marks fast... cleans 
Price Marker, too! 

GARVEY PRICE MARKING INK— Famous 
Garvey specially-formulated ink—crisp 
and clear on any surface! 


5-BAND LAYOUT— Especially designed for 


HARDWARE Stores. Bands turn to any 


combination you want: 2/24...49¢... 
97¢ + Tx... $2.55...many other com- 
binations. 





LAYOUT NO. 


K-45 








I think that manufacturers should 
give the wholesalers due considera- 
tion as an important and vital out- 
let. They should recognize the value 
of these services performed, and 
should compensate wholesalers for 
them. Where new types of outlets 
perform lesser functions, this, to 
my mind, should be taken into con- 
sideration. If these lesser functions 
are all that is needed, the manu- 
facturer should come out and say 
So. 


There are no substitutes 


One area I think of is the elimi- 
nation of salesmen. If salesmen are 
unnecessary, you would think that 
our manufacturing friends would 


be the first to eliminate them in 
their own organizations. And, if 
warehousing, which is costly to the 
wholesaler, is not necessary and 
can be replaced by drop shipments, 
I would think this could be an 
openly announced and advocated 
arrangement. 
I have touched on these areas 
" a” om acti its aameg ceeae ection with the hope that these comments 
New York 7, N. Y. Address will be constructive to the benefit 
cvthaog y  S City Zone___State of the entire industry. @ End 
Want more facts? Circle 186, p. 145 
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CORPORATION 


9804 Page Boulevard °* St. Louis 32, Missouri 


1115 W. Washington Blvd. 
Chicago 7, lil. 

4661 Cleveland Ave, 
Columbus 24, Ohio 

7715 Sovereign Row. 
Dallas 7, Texas 

716 Flagler St. 
Jacksonville 7, Fla. Name 
5464 Alhambra Ave. 


Garvey Corporation, Dept. HA-|! 

9804 Page Boulevard « St. Louis 32, Mo. 

() send___Garvey Price Marking Kits @ $9.50 each right away. 
C) send my FREE copy of the new Garvey Catalog. 


Title 


























sania snake 


3-SPEED 
LSHAVER! 


WITH THE 


Bridgeport® HARDWARE 
1960 "BON ANZA”! 


Here's The Deaf ! DEALER RETAIL 


cost VALUE 
YOU BUY—One No. 2703-8 CUSHION GRIP SCREW- 


DRIVER Assortment with display: You get a balanced stock of 36 $34.63 $51 935 


of the world’s finest screwdrivers (17 popular sizes and styles.) 


YOU BUY—One BONUS UNIT of 8 additional Cushion 

Grip Screwdrivers (the fastest selling numbers) at list price of $4 O.1 oO $1 oO 1 oO 
$10.10. You sell these screwdrivers and get back your $10.10— 

and—the shaver is FREE! 





TOTAL $44.73 *62.05 


VOU GET FREE — One colorful self-setling dispiay-dispenser board (14” x 29” x 4”) WORTH $5.00 


| YOU G&T—A “Bonanza” coupon for your FREE SCHICK 3-SPEED SHAVER WORTH $28.50 
Assortment No. 2703-B 





(FREE OFFER EXPIRES JUNE 30, 1960) i 
New, patented, Bridgeport Cushion Grip Screwdrivers are the finest screw- [THE BRIDGEPORT HARDWARE MFG. CORP. 
drivers you can sell! 50% greater turning power! BRIDGEPORT 5, CONN. 


Super comfortable handie—Tough amber with INTERLOCKING sleeve of nitrile rubber. Gentlemen: Please enter my order for cies 
Bolstered heavy duty alloy steel blade—chrome plated. (specify quantity) 


DON'T MISS OUT on this once-in-a-lifetime opportunity—Order your No. 2703-B sh a ndlgaa ape is pacman ess 
Bonanza from your jobber teday or send coupon. Orders may be sent direct to Steen heen 
Bridgeport, and will be handled by your jobber. Please specify jobber’s name. 


Address__ 
7 ) ath Np n 1 r i 1 City 
THE BRIDGEPORT HARDWARE MFG. CORP.. BRIDGEPORT 5. CONN My Jobber's Name 

SIDIARY OF PUR(JLATOR PRODUCTS. IN Jobber’s Address—City State 
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A dealer fights cut prices 


Some dealers are fighting back at cut 
prices. They are doing it in newspaper 
advertisements telling customers why it 
pays to buy at a store that offers service. 


Here is such an advertisement published 
by Robert Nichols, hardware dealer in 
Wilmington, Del. The ad appeared in a 
suburban newspaper of Wilmington. 

Mr. Nichols sent a copy of his ad to 


HARDWARE AGE so other dealers would 
know how to fight cut prices. Mr. Nichols 
writes, “I know the ad was well read and 
effective by many comments from custom- 
ers.” 

For reports on how other dealers are 
fighting discount houses and price cutting, 


see HA Nov. 5, p. 44, and Jan. 14, p. 78. 





What Price Service 


Service to most of us means assistance—help from someone to do a job bet- 
ter. To me, in my field of hardware, this refers to a surer way to hang a pic- 
‘ture, a new method of lawn fertilization, a safer paint for greater protec- 
tion, advice on wiring a 3-way wall switch, a guaranteed system of ending 
crabgrass, a reminder that your furnace filter should now be replaced, open 
sufficient hours to be “handy", imagination to solve an unusual problem, and 
fast, friendly attention. 


And what price should you pay for this "Service"? In my store, it is only the 
fair and competitive price marked on every piece of merchandise. 


@ Pittsburgh Paints 
@ Rustoleum 

@ Homecrete 

@ Seaboard Seed 
@ Stanky Tools 

@ Bondex 

@ Shulte Brushes 

@ Remington Ammo. 


@ Kingsford Char. 
Briquets 

@ Columbia Bicycles 

@ U.S. Royal Bike 
Tires and Tubes 


@ Granco FM Radios Licenses 
@ G.E. Light Bulbs @ Electrical Supplies 
@ Ames Garden Tools @ Plumbing 


Hardware by 46 Nichols 
2417 Concord Pike, Blue Rock Manor OL 4-7900 


Mon..- Sat., 9 A.M.-to 6 P.M.; Wed. - Fri., 7-P.M.-9 P.M.; Sun., 9 A.M.-2 P.M. 
“FOR THOSE WHO CARE FOR THEIR HOME" 


@ Keys Cut 

@ Giass Cut; Fiitted 
@ Garden Tool Rental 
@ Dog, Hunting, Fishing 
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What's the BIG |.D.: 


It’s the Big Invisible Difference... 


Ree a Br 


... that makes one cigar 


it niilb 





ie 


worth more than another .. .that makes one pipe worth more than another 


In the plastic pipe you sell, the BIG I. D. is 
Du Pont ALATHON Super 25 


All pipe made of polyethylene may look 
alike—but there’s a Big Invisible Difference 
in the quality of pipe made of ALATHON 
Super 25. ALATHON Super 25 is the 
special polyethylene resin Du Pont makes 
for flexible pipe. Leading manufacturers 
use it to produce top-quality polyethylene 
pipe. This combination of the special resin 
and the quality-controlled processing tech- 
niques of the manufacturers listed at the 
rightcreate the Invisible Difference in poly- 
ethylene pipe that’s so important to you. 


The green triangle tag and the names 
of these manufacturers identify pipe with 
the Big I. D. When you sell pipe, sell the Big 
I, D. It will pay off in customer satisfaction 
and repeat business. For more information 
and sales helps, contact a manufacturer 
or write E. I. du Pont de Nemours & Co. 
(Inc.), Dept. P- 47, Room 2507A, 
Nemours Bidg., Wilmington 98, 
Delaware. 


POLYETHYLENE RESIN 


ALATHON Super 29 





POLYCHEMICALS DEPARTMENT 


REG. y. 5. Pat. OFF 


Better Things for Better Living... through Chemistry 


Want more facts? Circle 188, p. 145 








MANUFACTURERS 


ANESITE COMPANY 
Chicago 45, Ill. 


CRESCENT PLASTICS, INC. 
Evansville 7, indiana 


REPUBLIC STEEL 
Cleveland 1, Ohio 


STAUFFER CHEMICAL CO. 
Los Angeles 23, Calif. 


YARDLEY PLASTICS Co. 
Columbus 15, Ohio 








HARDWARE ACE, April 7, 1960 © 159 





Why not sponsor 


a community 


Above, Hardware Dealer Acker, left, helps boy get 
started on summer career caring for lawns. 


lawn eare program 


Here is a plan you can use now to 


Below, features of power mower are explained. 
help boys in your community earn extra 


money this summer, and also increase 


your lawn and garden sales 


Would you like to... 
... help young boys in your community make money 
this summer and learn the fundamentals of business, 
and 
... help yourself to build extra sales of power mowers 
and garden tools? 


You can reach both of these goals by sponsoring 
a “Young Businessman’s Project” in your community. 

Here is how this can be done. 

You guide selected high school boys to develop a 
lawn care business of their own. They make extra 
money this summer and learn about business. 

You help the community and thus sometimes open 
up an opportunity to sell mowers and other garden 
tools. You also pave the way for favorable relations 
with parents. 

Such a project has been developed by Lawn-Boy 
Div. of Outboard Marine Corp. The project includes 
materials for dealer use in organizing a program for 
their community. 


A MR ee 
Soe a . 


_ 
:, wh Ze 


Here is how such a plan can be worked by hardware 
dealers: 


(1) Discuss your plan with local high school au- 
thorities. Arrange to speak with interested student 
groups. Sometimes a YMCA, YMHA, Boy Scout, or 
similar group, would be a good place to start. 

Tell how you will guide the students; help them 
set up prices, acquire the proper equipment, and keep 
records. Point out to school and group authorities 
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that this will be valuable business 
experience, 


(2) Explain to the boys how 
they can get into the lawn care 
business, mowing lawns, trimming, 
raking, doing odd jobs, etc. Ex- 
plain how the boys will get paid 
for this work. Offer to work with 
them in getting started. Conclude 
your talk by setting up another 
date to meet interested students in 
your store or in some local club 
room. 

In the meantime, check around 
to determine local prices on lawn 
mowing, hedge trimming, weeding, 
etc. Be prepared to suggest prices 
on a contract for seasonal work, 
and by hourly rates. Prepare a 
simple ditto bookkeeping form for 
students to use to keep track of 
their expenses and income. The 
school will help you prepare a form 
that will fit into their class room 
work, 


Help boys buy tools 


At the second meeting, explain 
the plan in detail. Tell the boys 
what equipment they will need. 
List the most important, the next 
most important basic equipment 
needed. Perhaps some local garden 
club authority will help in instruct- 
ing the boys. Encourage parents 
to attend the meetings. Suggest 
how the boys can develop business 
with newspaper classified ads, post- 
cards, telephone calls. 


When it comes to equipment, the 
boys will need a mower, either 
hand or power. Explain how a 
power mower will help them handle 
more work. Perhaps the fathers 
have mowers. If not, explain how 
the boys can arrange a time pay- 
ment plan, or use rental equipment. 

As your program gets under- 
way, tell your local newspaper 
what you are doing. It is news. 
The editor will be interested. 


The results of a young business- 
man’s program of this type are 
many: 

First, you'll be helping your 
community by teaching boys the 
rudiments of business. 

Second, you’ll be paving the wav 
for sales of extra mowers and 
garden tools. 


Third, you'll be building good 
will and a fine acquaintance with 
adult customers. ® End 


Ask Your Jobber About 


KRYLON’S BIG DEALER 
SPRING BONUS OFFER 


® 


SPRAY PAINT 


The Brand with Demand 
COAST-TO-COAST 


KRYLON, INC. NORRISTOWN, PA. 


Want more facts? Circle 189, p. 145 














CASH IN 
ON THE BIG SEASON 
WITH THE 
ONE AND ONLY 


LOCK-ON 
EXTENSION CORD 
CAT. NO. 51 


Ideal for lawn mowers, hedge cutters, etc. No other extension cord like 
it. The LOCK-ON connector automatically locks any standard cap, 
eliminates power interruptions. Coiled on colorful discs in 25’, 50’, 100° 
—— for peg, counter or stacks. Display it, sell it, reap the FULL 
profit. . 


LOCK-ON RUBBER CONNECTOR 


NO. 50 
.. . and for extra sales and profits, show 
and sell the LOCK-ON connector, individ- uc aprnoveo 
ually carded for fast sales. U L Approved. 4S PAT. 


2,732,531 
ORDER FROM YOUR WHOLESALER TODAY CANADA PAT. 
WRITE FOR FREE LITERATURE. 


EAGLE ELECTRIC MFG. CO., INC. 


PERFECTION Is NOT AN ACCIDENT” 


U L APPROVED 


Want more facts? Circle 190, p. 145 
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BARGAIN 


OF THE 


A BRAND 
NEW ITEM 


HANDI-DUAL 
PAIL 


BY A FAMOUS 


I 


NAME ''FESCO' 



















































































At a RED HOT PRICE 
1.88 Retail 


Compare at 3.98 


AND YOU STILL 
MAKE A PROFIT! 


Contact your local 
LIBERTY Distributor 
for information on 
this month’s money- 
maker — 


Or write 


R. C. VEREEN 
Managing Director 
Liberty Distributors 


Box 95 =~WPhila., Pa. 
Want more facts? Circle 191, p. 145 
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Top management course is added 


to builders’ hardware institute 


Institute at Ohio State University June 12 


offers basic through advanced courses 


A class in session at last year's Institute. 


Builders’ hardwaremen will be 
laying aside their routine duties 
in a few months to study how to 
be better builders’ hardwaremen. 

This will be the Architectural 
Hardware Institute on the campus 
of Ohio State University, Colum- 
bus, Ohio, the week beginning 
June 12. A basic, an intermediate, 
and an advanced course will be 
given. This year a department 
management course will be added. 

The Institute is sponsored by 
the American Society of Archi- 
tectural Hardware Consultants. 
The associate sponsor is the Ohio 
Chapter of ASAHC. The Institute 
will be directed by the distributive 
education service, college of educa- 
tion, Ohio State University. 

Full details about the Institute 
and registration forms can be 
obtained from the ASAHC, 220 
E St., Santa Rosa, Calif. 

The department management 


course is new to the Institute. 
Regular and apprentice members 
of ASAHC and those who have 
satisfactorily completed the ad- 
vanced course may enroll. 

Course subjects are personnel; 
procedure, organizing the office, 
the warehouse; economics, cost ac- 
counting; legal, business law, lien 
laws and rights, contracts; prac- 
tice, problem solving. The course 
consists of 30 hours of instruction 
over five days. Certificates will be 
presented to those who satisfac- 
torily complete the course. 

The basic course is to supple- 
ment on-the-job training with 
basic information on products and 
techniques. One to three years’ ex- 
perience with a hardware distrib- 
utor or manufacturer is desirable. 
Those who enroll also should have 
an elementary grasp of blueprint 
reading and builders’ hardware 
procedures. The subjects are prod- 





STOPS ALL 


“CONTOURS” 
_ , READY 


—BECAUSE INDIVIDUAL 


KEEP ALL TOOLS IN CORRECT PLACES . 
TO PICK UP AND USE INSTANTLY! 


You can't match this Brand New idea in Socket Sets for Rapid Turn 
over! Customers buy on sight—because Challenger “Pick-Quick” 
puts an end to wasted time, fumbling and frustration in searching out 
the correct Socket OF Attachment from a box of “scrambled” tools. 
with Challenger “Pick-Quick” all tools are neatly lined uP in exact-fit 
“contours” «°° every Socket and attachment is always in the 
same place --- always in full view - +> always handy for ‘*finger- 
tip” removal. Further, when set is not in use, closed lid of box locks 
tools in position. And you have this marvelous competitive advantage 
—_Challenger ‘“pick-Quick””’ Assortmen riced the same 
as regular Socket Sets! Ask for Full Information today—also on 
Complete Challenger Line of quality hand tools at popular prices. 
Contact your Jobber . - - OF write address below. 


Want 
nt more facts? Circle 192, p. 145 


.y edhe 
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GOOD BYE TO... 
SCRAMBLED TOOLS 


Se es 

" fs 7¥z a Meee ae 
ee a a ae Pig, — 

UE z ‘ Be a } 


————==EE 


— 
_ 


No. 2501 { 
Sockets above), 17 m 
apes ws, Metal Tool Box 
6 Attach as 14 pe. %" Dr.— 
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\% BENTZINGER 
=GOLD TIP 


< Rrushes 


, Assure 
Repeat Sales! 


we moc pate = : e Priced right—always a profit for you. 

window streamers. | e Full line of Wall, Sash and Varnish- 
Ask your wholesaler. Enamel brushes. 

e Available in Tynex Nylon, Pure Bristle 

and Bristle and Oxhair. 


We're Building Shellac Sales for You! 


Watch for ads promoting 
shellac-finished interiors and mens ate 
“How to Use Shellac” ideas. sea 


WZ 





Skil: 





Shellac information Bureay @ 51 Pine Street, New York 5, N. Y. 
Want more facts? Circle 193, p. 145 





e Variety of eye-catching 
counter racks and display 


TM-4 Fastest se.une-wash- || amen) saron, to be yore 
AWAY PAINT REMOVER supports your & Wis Ss med | e Master Painter Approved 


Spring Season with 34 Advertisements in: | | ———= = ae ise 
Life — Saturday Evening Post — Better | | ay and price list 

Homes & Garden — McCall’s — Ladies Home | | an 
Journal — American Home — House Beautiful 


— Living for Young Homemakers 











Winfield Brooks Company, Woburn, Massachusetts 317 NORTH THIRD 
ST. LOUIS 2, — 
Want more facts? Circle 194, p. 145 Want more facts? Circle 195, p. 




















PASTE-BAK STRIP-SHIELD TRIM-GUARD 


reseals loose wall- masking paper and i . | keeps paint where it 
paper without spot- adhesive tape com- qf i belongs, protects ad- 
ting or tearing. ve nee pound: bang, tam . joining surfaces. 
Retail 39% Two sieea 4 oan Spring steel blade. 
Retail 98 and $1.98 ™ Retail 25¢ 


SMOOTHY — 
removes scale, rust, $ : PIPE-SEAL 


old wallpaper. Hard- P 
Wi ened steel blades. a , for perfect leak-proo 
Ve Never wears out. i joints. Prevents gaul- 


Retail $1.00 Y0 l] R . ing. Retail 15¢ 


PLASTER-STIK 


| ROLLER-TRIM 

the quick, easy way to \ () \ a TR F F ct 
fill hairline cracks. * . finishes walls where 
Works equally well roller misses. Fine 
mohair brushing sur- 


under all paints. 
Retail 25¢ 3 al : PR () aul & face. Retail 59¢ 


ee ae B SCREEN-PAINTER .@ 
or painting hard-to- TF MS i : Ree 
| : gets into screen mesh yy 





reach places. Bends to ' 
fit. Retail 25¢ without filling. 
Retail 39 


CRAK-SEAL ' aw 
pure white plastic Sold through qualified wholesalers by: 


strip repairs ugly The LEONARD COMPANY Dept. 8, 506 Third St. 


crack between wall 
Des Moines, lowa 








Retail $1 69 


Want more facts? Circle 196, p .145 
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Top management course 


added to Institute 
(Continued) 


uct information, estimating, de- 
tailing, and general subjects. 

The intermediate course equips 
students to take the ASAHC 
entrance examination. Completion 
of the basic course, or two to four 
years’ experience in_ contract 
builders’ hardware, or both, are 
considered necessary prerequisites. 
Subjects are architectural pro- 
cedures, hardware for commercial 
buildings, and general subjects. 

The advanced course is for those 
who have completed the _inter- 
mediate course and have had three 
to five years’ experience in con- 
tract builders’ hardware. Subjects 
are hardware selection, scheduling 
and detailing, architectural speci- 
fications, and general subjects. 

The Institute begins June 12 
with a get-together buffet supper W 7 . KESTER 
at 6:30 p.m. Classes start June 13. bread-and-butter secmne 
A banquet on June 17 closes the 


Institute. 


“a 


TOA LLL A 


a 

Students live in dormitories and profit-makers! 
take their meals on the campus. e 
Daily attendance at dinner is a 
course requirement. A_ specialist 
from the university will address 
students after each dinner. Semi- 
nar sessions will follow dinner on 
Tuesday and Thursday evenings. 


Because it’s more profitable than most 
other items, KESTER SOLDER has a day- 
in day-out sales potential in your store. 
Be sure you're well stocked on all 
Kester products... be sure your cus- 
temers can see them... then you'll be 
sure to do the business you should in 
Kester... first name in Solder! 


KESTER 
SOLDER 


“Soldering Simplified” is a 16-page bro- 
chure that creates more solder custom- 
ers for you. Write for your stock of 
“give-away” copies today! 


KESTER SOLDER COMPANY 


4207 Wrightwood Avenue °@ Chicago 39, Iilinois 
Newark 5,N.J. © Brantford, Ceneda © Angheim, Callfernia 
Want more facts? Circle 197, p. 145 is 
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HARDWARE HUMOR 





ee ee ee 











wees 


"| let you do the buying one day, 
and look what happens .. .” 








Are dealers dead on their feet? 


or do manufacturers fail to understand 
the problems of retuil selling? 


by Glenn Harper, Partner Here is one dealer’s blunt and out- 
Valley Hardware Co. spoken appraisal of current mer- 
Chelan, Wash. chandising methods. These com- 





1¢ Sale 


Regular 25¢ retail 
value... 2 for 26¢. 
72 pairs of Nylon- 
filled Pastry 
Brushes. Assorted 
colors, packed in 
counter display. 
Weight 6 Ibs. 


Deal #1650 


Piggy - back Sales ne Bot 
Maker, 50¢ reta il seins ae er “ 


ee 


Special 39¢ PICS 39° 


value. 6 doz. pastry 
brushes and 6 doz. 
plastic bristle veg- 
etable brushes 
piggy - backed. In 
counter display. 
Assorted colors. 
Weight 15 Ibs. 


Deal #1651 


Kitchen Special 19¢ 


Values up to 29¢. 
2 doz pastry 
brushes, 2 doz. veg- 
etable brushes and 
2 doz. nail brushes 
in counter dump 
display. Assorted 
colors. Weight 6 
Ibs. 


= Deal #1652 
Want us to deal you in 
on extra spring profits ? 

CONTACT YOUR JOBBER OR WRITE 


NATIONAL BRUSH COMPANY 


AURORA, ILLINOIS 
Want more facts? Circle 198, p. 145 
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ments were contained in a letter to 
Hardware Age by Mr. Harper 


Dear Editor: 

I read with interest the article 
on p. 7 of the Dec. 17 issue. The 
first two sentences especially in- 
terested me, and I would like to 
pass along my personal thoughts 
as they concern this article. 

“Dealers don’t know a good thing 
when they see it,” and “Dealers are 
dead on their feet; they just won’t 
promote.” Manufacturers and job- 
bers can solve the above two prob- 
lems very easily, by a very simple 
and elementary procedure—namely, 
to put themselves in the dealers 
shoes and try to see how the pic- 
ture looks to him. Manufacturers 
and jobbers need to put some real- 
ism into their thinking. 

For instance, it is generally con- 
ceded by the industry that the old 
concept of the so-called “conven- 
tional mark-up” is as dead as the 
dodo bird. That under conditions 
today it is not possible to operate 
a hardware store on the old half 
on, or third off formula. Reports 
of comparative data from the Na- 
tional Association will bear this 
out. Yet, dealers are constantly be- 
sieged by manufacturers to buy 
“deals,” or starting stocks, that 
carry nothing more than the so- 
called “conventional mark-up” for 
the entire lot! 


We help people to buy 


And bear in mind, that the deal 
invariably contains one or more 
dogs—an item that the dealer has 
found does not move in his store, 
or one that he already has a good 
stock of. 

Or, the manufacturer brings out 
a new product, and wants dealers 
to take it on. Please remember, 
that many of us want merchandise 
that people want to buy, and that 
we can help them buy. We display 
attractively, we advertise, we give 
service, and we generally conduct 
ourselves in the best manner we 


can. But we are not very inter- 


ested in introducing the product, 
or helping to create a demand, be- 
cause we cannot afford to spend our 
time selling—we can make more 
money helping people buy! 
We are constantly asked to “just 
(Continued on page 170) 








MAKES ANYTHING 
SLIDE EASIER! 


MR. SLICK’S RARIN’ TO GO IN YOUR AREA! Needed in thousands 
of homes, workshops, offices, cars, garages. He’s set to hypo your 
profits with key market TV-radio; national magazines; leading news- 
papers! And customers will want both types. Cover the whole market, 
order both today! 


eLubricates all slow moving or turning parts! §« Odorless, harmless to skin! 

e Dries to smooth, slippery surface! e Reduces wood swelling, retards metal corrosion! 
e Doesn't stain—won't become tacky or gummy! e Ideal for waterproofing or as water-repellant! 
eLasts for months—can’t rub off! e Safe on wood finishes, metals, rubber, leather! 


1001 uses- 


windows * drawers * doors * screens * garage doors « bicycles * hinges * springs 

casters * zippers * lawnmowers « baby carriages « fishing tackle «+ guns « toys 

jalousies * snow shovels * locks * auto squeaks * garden equipment + gears « tools 
lawn furniture « PLUS MANY, MANY MORE USES! 


REGULAR 


With handy applicator 
cap for areas needing 
controlled application 
such as dresser draw- 
ers, hi-fi cabinets, 
hinges, zippers. 


Quick, easy-to-use spray 
can for hard-to-get-at 
areas and large sur- 
faces such as overhead 
garage doors, lawn- 





mowers, auto squeaks, 
bicycle chains. 


<n rn o 
=" Guaranteed by = 
Good Housekeeping 
<40p ry 


4S apvearisto 1 


Weight List Per Case List Each 
MR, SLICK . 6 Ibs. $ 7.08 $ .59 
REGULAR 9% Ibs. 11.76 .98 
MR, SLICK 
SPRAY : 7 Ibs. 15.48 1.29 





























Want more facts? Circle 199, p. 145 
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American Fence and Posts are American Barbed Wire, in 7 
strong and sturdy. The fence styles, has sharp, well-formed, 
features tension curves, hinge evenly spaced barbs. Extra-high 
joints and weather-resistant gal- quality for long life. 

vanizing. The steel posts drive 

fast and anchor firmly. 


American Nails of every wanted 
type, size and shape are avail- 
able in strong, weatherproof 50 
and 100 Ib. cartons for conveni- 
ent handling on the job. 


Cyclone “Red Tag” Hardware 
Cioth, with its welded selvage, 
has many uses for the home 
owner, the farmer and the con- 
tractor. 


~ideal for poultry floors, bins, 
battery fronts, and various other 
types of enclosures for poultry 
and other small animals. 


How're you fixed for stock? Every day during the next three months, you'll be getting 
plenty of calls for the products shown here. And, if you don’t have what your would-be-customers asks for, 
he will probably buy elsewhere. So, take time out now to check over your stock. If you’re low on anything, 


re-order at once. Figure ahead. Play it safe. Have enough of every item on hand to carry you through the sum- 
mer. And, remember, familiar brands like USS American and USS Cyclone, when properly displayed in your 


store, will move much, much faster than little-known names. 


Want more facts? Circle 200, p. 145 
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American Baler Wire is manu- 
factured in styles to fit the vari- 
ous makes of automatic balers. 
it is strong and tough, works 
smoothly and evenly. 


American Galvanized Gates are 
made of heavy-gauge fabric with 
sturdy but lightweight, steel tub- 
ing frames. in many styles and 
sizes. All come with fittings. 


for these sure sellers! 
i 





Cycione “Red Tag” insect Wire 
Screening is famous for its uni- 
form mesh and improved multi- 
ple selvage that insure snug, 
flat fit. Available in standard 
widths and specifications. 


American Hex-Cel Poultry Net- 
ting with its straight, true 
weave, is a profitable and popu- 
lar item to handle. 


Write or phone the nearest American Steel & Wire sales 
office for quotations on anything you need. Your orders 
will receive our prompt attention. American Steel & Wire, 
614 Superior Avenue, N.W., Cleveland 13, Ohio. 


USS, American, Cyclone and Hex-Cel are registered trademarks 


Want more facts? Circle 200, p. 145 


Cyclone “Red Tag” Lawn Fence 
and Gates, in a variety of heights 
and styles, in woven as well as 
the new and attractive crimped 
weided construction, add protec- 
tion and beauty to home yards. 
































American Steel & Wire 
Division of 
United States Steel 


Columbia-Geneva Stee! Division, San Francisco, Pacific Coast Distributors 
Tennessee Coal & tron Division, Fairfield, Ais., Southern Distributors 
United States Stee! Export Company, Distributors Abroad 
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- THERE’S ONLY ONE BRAND TO BUY.. 


when it comes to epoxy glues ... and that’s the DURO-PLASTIC 
brand. Our new E-POX-E GLUE joins the ranks of the nation’s 
fastest selling fix-it line . .. DURO-PLASTIC ALUMINUM, PLASTIC 
RUBBER, PLASTIC MENDER, Liquid STEEL, PLASTIC PORCELAIN 
REPAIR, handy-patch, rust REMOVER and CHEMSTEEL. E-POX-E 
GLUE gives you the world’s strongest adhesive in two easy 
to use 2 oz. tubes. 


Order E-POX-E GLUE (EPX-1) 
from your DURO-PLASTIC distributor 


THE WOODHILL CHEMICAL CO. 


1390 E. 34th STREET ° CLEVELAND 14, OHIO 
in Canada: 840 Montee De Liesse, Montreal 9, Quebec 


The Nation's Only Mother-in-Law Approved Line’’ 


Want more facts? Circle 201, p. 145 
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A dealer speaks out 
(Continued ) 


try a few—ask people to buy them.” 
Have you ever tried to get a hard- 
ware clerk, who has to be able to 
help a customer with paint, plumb 
his bathroom, clean and wax his 
floors, wire his playroom, pick the 
proper sporting goods, and all of 
the other things he has to help 
with, concentrate for very long on 
the new “whosit” that someone just 
brought out, that will scrape paint, 
cut bolts, stretch wire, kill weeds, 
and bake a cake? 


A king size register? 


They just simply forget after the 
first day or so, and it really takes 
a Magician or a slave driver, or 
both, to keep them on that one 
track, to push that one item. Cer- 
tainly we can sell some of them if 
we continue the effort but try to 
get it done that way. This is one 
of the things that people like my- 
self know—and that jobbers and 
manufacturers still have to find 
out. 

“Just put this right by your 
cash register” they say. Fine. We 
sincerely wish we could put one 
each of every single item we have 
to sell, right by the cash register. 

We are swamped with mail bro- 
chures, letters, even telegrams, all 
telling us how simply wonderful 
the product referred to is. So much 
of this junk comes through the 
mail to us that we pass a lot of it 
entirely, because in most cases it 
does nothing but boast—make idle 
claims—tells us how to get “on the 
profit train,” make our store the 
“headquarters for white mouse 
catchers” with no constructive help, 
and usually offers an inadequate 
margin of profit. 


Too little and too late 


We have salesmen call on us who 
mainly want to make a sale. True, 
most salesmen are not in this cate- 
gory, but enough of them are to 
keep us constantly on guard. They 
promise the moon, wrapped up, de- 
livered on a silver platter to our 
door step, come Saturday night. 
We get pep talks about going out 





WOS-6-C Set 
Includes 6 heavy duty 
open end wrenches 
m1 different size openings 
Ne - Va-Ve- V2-Vo-'V2 
Vp -'Vig- %g-'He- Ze"’ 


6-piece set No. WOS-6-C 


He"’ to V/,"' 


BRAND NEW! 


Made by Vichek especially for Hardware 
Week, the new WOS-6-C open end wrench 
set consists of 6 heavy-duty wrenches of the 
most popular sizes ... 6” to 7%”. It's the 
biggest wrench value of the year... a sure 
best seller. 


COMPARE THESE FEATURES! 


® Drop forged of high quality select steel 
® Heat treated 

® Precision-milled openings 

® Maximum torque bar design 

® Bright plated finish, red holder 

® Fully guaranteed 


Important: these are heavy-duty wrenches 
that will win the approval of the hobbyist, 
handyman or most skilled craftsman. Sizes 
are plainly stamped on bar. 


This set can be easily incorporated into 
Vichek NRHA-approved displays. Ask for 
full data ... also, facts about the 152 Vichek 
tools listed in the NRHA Turnover Handbook. 





SPECIAL NEW PRICE! 


In offering the NEW WOS-6-C Set, Vichek 
recommends a genuine “Gold Key” true 
value price. This is bound to attract customer 
interest. On display, wrenches will sell them- 
selves! 


SPECIAL 49 


HARDWARE WEEK 
ee aes 


only 





We challenge you to compare at $2.98 
_. or more! 


- 





Weight, per set, | lb., 9 oz. Packed 3 sets 
to shelf carton. 50 shelf cartons to shipping 
case. 





y lehek Tool Co. Cleveland 4, Ohio 


Want more facts? Circle 202, p. 145 
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\ Vi \W/ \ // 
Stae BIG NEWS FROM il) Z WA 


UNION IS REALLY BIG= = 
/ f\\ 
ihdgele filed] s]° mr — 
Mechanics’ Tool Chests 


Twin-Grip 
Model 7817 


“re 00 


RIiZe&(ID No. 2-S 
Spiral Reamer 
Ye’’ to 2’’ Capacity... Self-Feeding for Least Effort 


FEATURES 


Here's the kind of tool chest a man likes ° Seamless design 
to use... the kind he wants to buy! The ® !nfra-red baked silver 
big feature is the twin-grip handle... a dentone finish 


Reams Better, Sells Faster... when it’s a 


Ribz.iID> 


patented Union exclusive! Foolproof, hus- 
ky . . . designed to withstand a 400 Ib. lift 
{twice that required by government spec- 
ifications) it completely eliminates a 
time-wasting nuisance—spilling! Attached 
to it (and equally important) is a big, 
roomy quality chest built for rugged serv- 
ice, convenience and lasting tool protec- 
tion. Its crown top, wide overlap cover 
and seamless construction make it com- 
pletely weatherproof and leakproof. 


@ Rust preventative 
undercoating 

@ Heavy gauge formed 
steel trays 

© Water-shed Crown- 
Cover styling 

@ Non-spill Twin-Grip 
cast metal handle 

© Heavy duty drawbolts 

© Continuous hinges, 
fully returned edges 


The r-0-0-m-y steeple-top tool box 
Many mechanics we learned, like the steeple-top 
chest. Giving customers exactly what they want is our 


me RIEAID 


business, so—here it is . . . the spanking new 3119. . . packed 
with traditional Union quality design and construction features. 
Check these features and we think you'll agree also that this new 
steeple-top chest provides more dollar-for-dollar value than any- 


y,’’ te 7?” “LonGrip” 
ee Reamers 
r 


No. 3 
¥%’’ to 3” No Thinned or Flared Walls 


Capacity 


Give your customers their choice. Spiral or 
‘“‘LonGrip”, they can’t beat these RIFAID 
Reamers. For hand reaming, they’ll probably 
prefer the effortless self-feeding Spiral. For 
power use, they’ll want ““LonGrip”’ five-fluted 
reamers ... Heat-treated cutting edges offer 
extra-long service . . . will not dig in and thin 
or flare walls. All RIEAID Ratchet Reamers 
come with handle. 

' For easy sales, stock and dis- 


play both RIZAID Reamers. 
4 Call your Wholesaler! 


Want more facts? Circle 203, p. 145 
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thing yet offered for the money. It's a * scoew womtiaeg dl item... one 


you'll want to stock heavily. 


FEATURES 


JOBBERS! 
DEALERS! 


Cash-in on the demand 
for these popular 
numbers. Order now! 
Literature and 
prices on request. 


® Electrically weided construction © Fully returned edges for safety 


@ Embossed panelled body to add 
strength without extra weight 

© One-piece weathertight cover 

@ Weathertight handle mounting 


@ Continuous hinge 


LEROY, NEW 


and strength 

© Full drawn seamiess tray with 
socket compartment 

@ Deep tote tray with convenient 


@ Extra heavy reinforced ends handles 
a ® New infra-red baked enamel 
finish—spruce green 


UNION STEEL CHEST CORP. 


YORK 


Want more facts? Circle 204, p. 145 











NOW, for the 
A dealer speaks out 


fo geeey ~ 
(Continued ) ca \ SS first time 


after business—take this line on, 


give it your best efforts, we will 3 ih ce tad an her e 
have a factory man work with you, Zs meee 











etc., etc. | 
It so happens that in our par- | 
ticular case we do get out after | 
business, but in at least one case, 
a major manufacturer of a major 
product promised us this kind of 


help nearly a year ago—and we| @ ‘s i 
had a factory man with us once | Be , 
so far, for three hours! And we | Bi 


have, on our own part, succeeded in 


tripling our business in this par- te | = \ PIONEERS 


ticular line! : ze , wv e 

In a lot of instances we spend a | @ with long-wanted 
lot of money, work hard to put on | 
a promotion, only to find that we | 
do not get some of the more impor- R kK P 1 ( k MI k N 
tant things that are advertised as h A i 
dealer helps. We only got a small 
part of the original order we 
placed; the sheets went in the mail hay)! Vite BEARI NGS 
too early or too late, or somebody 


forgot. 


Glass top fascination FOR THE 18 MILLION PLAY 











n sone css we tnd we ave Ct bea SWINGS THAT NEED THEM NOW 
nothing more than a manufactur- | WY i 5 


ers’ agent—we sell the item at no ” EF, 
profit, and we guarantee the sale! pits gee ils swings now in use need replacement bear- 


At least 18 million of the 28 million play 


And then some wiseacre comes up 
with this one, “just think of all of 
the people it brings into your 
store.” 

I have much respect for the ma- 
jority of people with whom we deal 
—many of them really want to help 
—many, even most, are sincere, 


but practically to a man, they DO | 
NOT KNOW THE PICTURE | 


FROM THE DEALERS’ SIDE OF 
THE FENCE! They are so en- 
tranced with the glass top on their 
nice big desks, that they do not 


get out and learn what they have | 
to know, to keep them from think- | 
ing dealers are dumb and dead on | 
their feet. They rely on salesmen | 
for their understanding of the field | 
conditions and they get just what | 
they ask for—the salesman’s opin- | 

















ings—for SAFETY! « Since their intro- 
duction last year, the phenominal sales 
success of WESSEL ball bearing gym 
swing sets proves that families every- 


where want to replace dangerous, rusty 
hangers! 


All around you . . . where ever ae. 
children live . . . ready, PROFIT 
sales—extra profits—await you. Just 
show WESSEL gym swing ball bearings 
on your counter; display the sales-making 
window banner that comes in every car- 
ton; you'll sell WESSEL Gym Swing 
Bearings fast. 


Wessel ball bearing gym swing sets are 
attractively skin packed on handsome, 
colorfull pre-pri cards for self-service 
impulse buying. Two styles available. 
The #809 comes with thru-bolt and fas- 


tening cap. Both easily, quickly installed 
both -$ 


zinc plated to resist weather. 
Stock both styles NOW for spring and 
summer sales, Call your jobber, or write to 
WESSEL HARDWARE CORP. 
919-931 N. 5th St., Philadelphia 23, Pa. 
In Canada: Geo. S. Hall Co. 25 Grenville. St., 


| Z | Z Toronto |. Export: Hall & Reis, Inc., 165 Broadway, 
ion and views—often not accurate. | (ate : New York 6 


Sometimes I wonder why, with | 


all of the experience, knowledge, | 
college educated “brains” at the | 


disposal of manufacturers and job- | ; | R = es 1 rc L 
Want more facts? Circle 205, p. 145 > | S Te 
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Dealer’s Choice! 


CORTLAND BRONZE | 
Attractive, rust-resistant, copper-alloy screening. Choice 


Bright or Antique finish. 


Citland BNA 


+i 


CORTLAND GRAY-WICK 
Durable, galvanized screening made from high quality, electric 
furnace steel. Attractive, light-gray finish. 


A 


CORTLAND ALUMINUM 
Top-quality, rust- and stain-proof screening made from the 
finest clad aluminum wire. Tough, durable and light. 


BRAND 


You'll make profitable sales, which- 
ever one of the Cortland Insect Wire 
Screenings you carry. But you can 
make even greater sales by stocking 
all three of them, because you can 
offer your customers a screening to 
fit every budget, every job require- 
ment. 


Customers like Cortland Screenings 
because they lie flat when unrolled, 
and have extra strength along the 
vital tacking edge, thanks to the 


INSECT 
WIRE SCREENING 


Multi-Strand Edge. They are easy to 
cut, handle and install, too. 


Dealers know that it pays to offer 
customers all three Cortland Screen- 
ings. You'll find it will pay. you, too. 
Your wholesaler can supply you with 
Cortland in 100 ft. rolls, 18 X 14 
mesh, 18” to 48” wide. 


WICKWIRE BROTHERS, INC. 


CORTLAND, N. Y. 


Want more facts? Circle 206, p. 145 
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A dealer speaks out 
(Continued) 


bers, they miss so badly in actual 
knowledge of what it takes to make 
a small, independent retail hard- 
ware store tick. It is like building 
the automobile and not realizing 
that it has to have a battery! 

I assure you the statements 1 
have made in re-buttal and explana- 
tion will bear some good, solid 
thought. Just ask any reasonably 
successful, hard working, indepen- 
dent hardware store operator! 


ok = 


Lottoe 


from Hardware Age Readers 





Helpful criticism 
Dear Editor: 


I noticed in your Dec. 17 issue 
a discussion of a list of books that 
would be helpful for any salesman 
to read. 

I am enclosing a self-addressed 
envelope. Will you please send me 
a copy of this list. 

I would like to add, it is indeed 
a real pleasure to read the editori- 
als, for you certainly touch on the 
most important phases of hard- 
ware retailing; in particular you 
are calling our attention to our 
own faults and short-comings as 
well as making good and helpful 
suggestions as to how we can im- 
prove our business. 

Most of us are at least willing to 
listen to new ideas whether we use 
them or not, but few of us welcome 
criticism, even though it may be 
constructive criticism. But we need 
this. Few of us are able to evalu- 
ate ourselves and our own faults. 

A. L. Fuller, Jr. 
Fuller Brothers Hardware 
Danville, Va. 


Customer loyalty 
Dear Editor: 

I was interested in your edi- 
torial, “Customer Loyalty” that 
appeared in the Feb. 25 issue, p. 7. 

I am of the opinion that busi- 





It PAYS to remind your customers — 


GENERAL propucts IMPROVE HEATING! 


Let General products help keep your customers happy. You will be boosting 
your bank account when you do. Every heating plant needs General servicing 
at least once a year to maintain top-notch heating performance—its worth 
talking about—telling customers how important pre-season heating service 


is—with General, of course! 








43800 GRAND RIVER AVE. 


ym Ask your Jobber for these General Filters Products 


GENERAL PILTERS, 


athe 


IN CANADA: 
Canadian General 
Filters, Lid., 

39 Crockford Bivd., 
Scarborough, Ont. 


inc. 


NOVI, MICH. 


SESSA HERES SEEEEEESESEEAEEEEAAEEAAEEEAEEEEEEEEEEEEAESEALEAEDALALLE 4444444444440 8 


Moisture-Matic 
~ HUMIDIFIER 


Corrosion free pan. 
Lifetime diaphragm. 


Guaranteed one year on parts. 


Want more facts? Circle 207, 


FILTER 


Lifetime cast 
iron and steel 
construction. 
Weol felt car- 
tridges. Two 
sizes fit all 


p. 145 


CLEAN RIGHT 


Soot Remover 


Instantly cleans 
flves and fire 


chambers in any 
kind of heating 
plant. Will not 


ing bills up te 
25%. 





Write for complete details. 


Mail coupon today! 


REFLECTOR HARDWARE CORP. 
NEW YORK OFFICE MAIN OFFICE, FACTORY PACIFIC COAST OFFICE 
AND 


AND SHOWROOM: 
225 W. 34th ST. 
NEW YORK 1, N.Y. 


AND SHOWROOM: 
1400 N. 25th AVE. 
MELROSE PARK, ILL. 


SHOWROOM : 
851 S. LOS ANGELES ST. 
LOS ANGELES 14, CALIF. 


Want more facts? Circle 208, p. 14 


POWER! 


Si dé 800” 


gondola systems 


You'll stock more ... show more... 
sell more from rugged Spacemaster “800” 
gondola systems. Diamond-perforated 
metal shelves are easily adaptable for 
special sales and seasonal change-overs. 
Gondolas may be extended to any desired 
length. Heavy-duty slotted uprights. 


REFLECTOR HARDWARE CORP. 
Dept. HA-4 
1400 NORTH 25th AVE. 
MELROSE PARK, ILL. 
Gentlemen: Please send me your 
CURRENT SPACEMASTER CATALOGS. 
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... always in the best stores 


fe 


on the best counters © 


_.. Sell faster.. 


Satisfy every customer 


... guarantee greater profits for you! 





mosis (7 
EH Dlastic 
, aluminum 


... REPAIRS 
EVERYTHING! 





an extra tube FREE 
with every 12! also 
available in 59c size 


| MAGIC |), 


If you take pride in selling bet- 
ter products. . . if you enjoy build- 
ing sound customer friendships 
.. . if constant, big volume repeat 
business gives you a real thrill. . . 
you belong in the Magic family! 

The Magic line is complete. 
There’s a product for every job. 
Modern bubble packaging, eye- 
catching displays, NATIONAL 
MAGAZINE, RADIOand TELE- 
VISION ADVERTISING... all 


help you SELL MORE and pro- 
fit more! A903 


See your jobber 
about “‘Magic”’ 
America’s most complete 


line of repair products 


natural and 6 colors! 
won’t shrink 
takes stain 


H P 
EAT ROOF, TO, 
‘ 


— 
eens WHITE) 
\ ~ uM ns 


+ ~ 


heatproof 
stays white 


with every dozen! 


3 free tubes New...New...New! 
MAGIC WOOD-.- 
BLEND PUTTY 
PENCILS fill nail 
holes, cracks and 
scratches in wood. 
The ‘‘finishing 
touch” for perfect 
paneling. 12 wood 
shades. 1 doz. in dis- 
play box. Retail price 
39c each. 


Cleveland, Ohio 


“Sells like Magic because it works like Magic’ 








L oftore 


ness success is dependent to some 
extent upon customer loyalty. In 
so far as the manufacturer is con- 
cerned, I suggest that it is quite 
possible to acquire customer loy- 
alty provided certain rules are 
followed, namely: 

(1) Product quality. 

(2) Ethical business methods. 

(3) A clearly defined selling 
policy, one that is devoted to the 
best interests of the classes of 
trade sold. 

(4) Maintaining a pricing pol- 
icy commensurate with their 
recognized competition, or, put- 
ting this another way, being on 
record with their customers as be- 
ing willing to meet legitimate 
competition in cases where a 
product of comparable quality is 
being offered. Naturally enough, 
there are other considerations 
such as service and efficient sales 
representation. 

Interesting reading is always to 
be found in every issue of your 
publication. 

Cordially yours, 
Lawrence J. Baldwin 





(Continued ) 


Lawrence J. Baldwin & Son 
306 Carondelet Building 
New Orleans 12, La. 


Free coffee gimmick 
is a traffic builder 


Customers in a restaurant in 
Huntington Park, Calif., often get 
their coffee free, thanks to the im- 
agination of Greens Hardware of 
that city. 

Each month, the management of 
Clifford’s Restaurant is handed a 
stack of 250 or more regular busi- 
ness cards printed for Greens’ 
Hardware. But these cards have 
an addition. On the back of each 
card this legend is rubber-stamped: 
stamped: 

“Today This Cup of Coffee 
Is Served To You With The 
Compliments Of .. .” 

Many of the customers at the 
restaurant are not customers of 
Greens’ Hardware, but a free cup 


Want more facts? Circle 209, p. 145 
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HL, 


Two NEW 


Oulpecoruns 
Guky COWpHeALO'L 


IN. ITS PRICE CLASS! ASSORTMENTS | 


FOR EASY 
| ee 


PRESSURE 
MAID 


Model 
02080 Portable Paint Sprayer 


Greater air volume and delivery . . . higher pressure . . . faster paint 
coverage ...improved construction... longer life. 


Now, you can offer your customers at no added cost unsurpassed per- 
formance in the low-price field. The new re-designed PRESSURE MAID 
invites comparison. See for yourself why it is sure to boost your sales... 
simply let your customers COMPARE! 


Write today for details and name of jobber near you. Stock up now! 


ALL TAPED...ALL 25c PER TAPE 


These colorful new bin-type counter display boxes 
contain the most popular sizes of solid brass, chrome- 
plated, oval head, slotted wood screws and machine 
screws. Each bin contains 10 tapes of a size, retailing 
at 25c per tape. Specially designed for the boat- 
owner who has new equipment to install or screws to 
replace, and for the home-owner who has new fix- 
tures to put up or old ones to relocate. 


NOW—SCREWS 
“BY THE HUNDREDS” 


@ } —i od Fl ag 1 O44 


For years, dealers have 
discussed and asked for 
decimal packing to re- 


The Campbell-Housfeld Co., 215-P Railroad Ave., Harrison, Ohi» 


OF.) 8 ad 5) yy Oe  O-V OP.) oe 
Want more facts? Circle 210, p. 145 





BVAIN Saisie 9. s 


Sizes from 6 ft. to 12 ft. 


NOW EACH IN 


BELT HOLSTER 


“HOLSTER-PAK’’®, the greatest 
advance in the history of steel 
tape merchandising, helps you 
sell more EVANS ‘‘White- Tapes,” 
gives your customers most for 
their money. Because all Evans 
pocket tapes (except Thin-Tapes) 


place the awkward gross 
packing. HERE IT IS! 
The full line of normal 
store shelf stock can 
now be had 100 pieces 
per box. Plus — new 
drawer-type boxes that 
are plainly marked, 
stack neatly, can be 
opened quickly and 


now come packaged in belt hol- easily. penis eaitdiiene on 
sters mounted on an individual or the 


pegboard card at no extra charge! Seg : HOME WORKSHOP 
—~ oes ieee stock-shop 
_— : as _— - a ~~ Clear plastic boxes mn” 
f 4 tain generous quantities 


; 39c of 40 most-wanted wood 
The combination of high quality Evans ; Per Box screws, machine screws, 





Tapes — each with a free Belt Holster — eecee ovee, 
neat, accessible storage 
units tha an be ar- 
CLIPS ON BELT! Stock them in all sizes, Regular and Power. 3 ton | , 
* They sell on sight! Per DraweRack por tg er 2 ue 
1107 §S el Road, Rockford, Iilinoi 
Factories at; Elizebeth, N. J. & Montreal, Quebec art adbalaelintenh a pith 
Want more facts? Circle 211, p. 145 Want more facts? Circle 212, p. 145 


3 | ~ = DraweRacks provide 
%% must mean more sales and more profit. = ata >. 
bbs Yy, ie, é ranged in many conven- 
Eww RULE CO ELCO "AND SCREW CORPORATION 
* 
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| Wp wheel, fold- 
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OFT TUBING 
































No. '767-LB 1/4! (As shown). 
New! Bends any angle up to 
180°, accurately, | easily 
No. 768-LB | 5/16‘'|New! 
No. 769-L8 3/8// New! Hi 
No. 77048 1/21 New!....... 14.95 \))!) 
No. 771-LB 5/81 New!....... 25.00 
||| Me. 772-18) 3/4/ New. 
|||| Ne. 77348) 7/844 Newt... 4... 


FLARING TOOLS. 


760-F |) shown,| |for, 
fast accurate flaring: 
7rsizes from 3/16) (iyi) 
te! | %{!||,O.D.| ‘Price | 
$3.95 nn others for | 
Yai! thru Wa!!/O,D,||| 
Priced) il | 
$15.75.) | Hy] Hl | Hil HH 
Hi 


ACCURATE, SMOOTH, EASY OPERATING 


TOLEDO features enable you to bend hard drawn, in 
addition to soft temper tubing. Without marring or deform- 
ing the tubing, TOLEDO lever-type benders operate smooth- 
ly to form neat, accurate bends to short radius. Bend any 


angle up to 180°. 


Stock the complete Toledo Line—cutters, bend- 
ers, reamers, flaring and swaging. Popularly 
priced, attractively packaged. The tools your cus- 


to ask for! 


WRITE FOR CATALOG 


EDO (el¢ Cut TOOLs 


re 


(Sold Thru Authorized Toledo Distributors Near You) 








THE TOLEDO PIPE THREADING MACHINE CO... . TOLEDO 3, OHIO 
Want more facts? Circle 213, p. 145 
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of coffee, a small good will gesture, 
makes these customers curious. 

The result is a steady stream of 
new traffic, folks thinking: “I owe 
this dealer a little something, why 
not visit his store.” 

Greens’ free coffee cards are 
handed out at the discretion of the 
restaurant. Each month the eating 
place bills the dealer at the rate 
of 5c a cup of coffee. Customers 
who receive the cards may use them 
at once, or pocket them for a later 
day. 

Some 250 prospects are added 
per month. Total cost: $12.50. 


Novelty displays boost 
seasonal merchandise 


Take 6 square feet of perforated 
paneling. 

Frame it with 1 x 2 in. lumber. 
Add feet for support. Paint it. Fit 
it with hooks. And you’ve got one 
of the most versatile little display 
units available. 

At Heabel’s Builders’ Depart- 
ment Store, Cedar Rapids, lowa, 
this display idea has_ reversible 
figures of a boy and girl have been 
cut from used lumber to draw at- 
tention to the display from inside 
and outside of the store. 

A new top sign is made for each 
new season or holiday. The photo- 
graph shows the top used for 
Valentine’s Day. 

Being reversible, the display at 
Heabel’s is shown in front of a 
display window, and is a traffic 
stopper from both points of view. 


Inside-outside display. 





Bo oke for a dealer's library 





“So You’re Going Into Business” 
is a booklet that will help expan- 
sion-minded dealers re-evaluate 
their plans. This booklet will also 
be helpful to young hardwaremen 
who are considering owning their 
own stores. The many pitfalls and 
potentials of a new business ven- 
ture are cited. Step-by-step evalua- 
tions are made of the many basic 
facts involved in starting a new 
frm. A complete list of more 
thorough reference works is sup- 
plied. Available free from the Do- 
mestic Distribution Dept., U. S. 
Chamber of Commerce, Washing- 
ton, D. C. Pages: 20. 


“Light Bulbs and Fluorescent 
Tubes for the Home” is a special- 
ized product knowledge course for 
dealers’ salesmen, and a permanent 
reference on questions about light- 
ing. This booklet (No. S-421) deals 
solely with light sources for the 
home. It is illustrated and written 
in non-technical terms. Parts of 
the booklet are devoted to special 
lighting such as sun and heat lamps, 
bug lamps, and odor killers. Be- 
cause of its low price, some dealers 
may wish to use the booklet as a 
premium in a consumer mailer or 
sales event. Westinghouse Electric 
Corp., Bloomfield, N. J. Price: $3 
per 100 copies. 


“Eight Manuals to Solve Manage- 
ment Problems” is a set of books 
of value to dealers looking for ways 
to cut costs and improve profits. 
Many practical examples are cited 
as case histories that show cost 
cutting in action. Many of the ideas 
are directly adaptable to a hard- 
ware store. There are five how-to- 
do-it manuals on such subjects as 
letters to employees and employee 
meetings. There are three manuals 
made up of case studies that prove 
more profit may be gained through 
applying relatively simple ideas. 
Case histories are illustrated by 
charts, drawings, and photographs. 
Complete sets of manuals in a dur- 


able book-case box are available 
from Business Relations Dept., 
Chamber of Commerce of the 
United States, 1615 H St., N.W., 
Washington, D. C. Price: $4 the 
set, single manuals, 50¢ each. 


“Pool Owner’s Handbook” is a 
selling and training aid for dealers 
who deal with customers owning 
swimming pools. Important facts 
about pools are covered in detail: 
Filtration, chlorination, water re- 
quirements, and cleaning and filter 
equipment. The book has resale 
possibilities for dealers in suburban 
and rural communities, for swim- 
ming pools are being built at an 
ever widening rate. Lomart Indus- 
tries, Inc., 199 Bleecker St., Brook- 
lyn 37, N. Y. Pages: 16. Price: 25¢. 








PROFIT 
MArER! 


Self-Service display 
assortment of 
Closet Accessories 


64% dozen fast selling items 


plus 


handsome chrome 
merchandiser 
without charge! 


BERKELEY 


SPACEX-PANDERS 


The complete line of triple plate chrome 


CLOSET ACCESSORIES 


CASH IN THIS EASY WAY! Self-selling, 2-sided display and assortment 
put you in business with the fastest growing category in years. Berkeley 
pre-sells your customers with national advertising — you make your full 
mark up. See your Berkeley representative or write for details on Display 


Assortment No. 100. 
AVAILABLE NOW — 


New catalogue on 


PACE-AIDES 


home-maker helpers! 


Another fine product... by 


BERKELEY INDUSTRIES, DIVISION OF EKCO PRODUCTS CO., NEW YORK 1, N. Y. 
Want mere facts? Circle 214, p. 145 
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Complete with Fasteners 

No Cutting—No Waste 

Small Refill Packs 

Minimum Inventory 

100% Dealer Profit 

14 Multi-Purpose Mouldings 
Cover Most Customer Needs. 
































FOR spECIAL one i aime 
CHROMEBRITE MERCHANDISER DEAL: 
T RODU CT ORY rome rai aad Vee $170.28. se Cost $81.06 
IN OF F ER! —. — welded steel aie 
trimm n chromebrite 
* 


* 4 EXTRA SALABLE SAMPLE TRIMS 
ber Salesma Retail Value $8.16 FREE 


United’s Moulding Merchandiser is com- 
pact, occupies only % square foot. 








Or Ask Your - 


UNITED INDUSTRIES, Inc. 231 S. LaSalle Street, Chicago 4, Illinois 
Want more facts? Circle 215, p. 145 





A good pair of team-mates to dis- 
play and sell together. Each has great 
eye-appeal and is beautifully pack- 
aged — together they cover most 
fishing needs, are easy to sell. Long 
life and sturdy performance are built 
in by AIREX, America's oldest 
maker of Spinning Tackle. 


IMPALA — easy to sell, easy to use. 
Has all of the features of the high 
priced models but priced for volume 
sales. All metal, beautiful Epoxolite 
finish. List $12.95. 


LARCHMONT — exclusive quadrant 
Brake, 2 different size spools to hold 
200 yds. of 6 lb. test line or 200 yds. 
of 10 Ib. test line. Handsome gold 
Epoxolite finish. 


List (with 2 spools) $32.50. 


Unconditionally Guaranteed by 


» AIRE X 


Division of The Lionel Corporation 
1S East 26th Street, New York 10, N. Y. 


Want more facts? Circle 216, p. 145 
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Convention 
Calendar 


—— Convention Check List — 


For complete details about the con- 
ventions listed by dates below use the 
alphabetical listing following this quick 
check list. 


April 

10-13 Southern-Hardware Convention, 
New Orleans 

21-22 National Assn. of Sheet Metal 
Distributors, Fiftieth Spring 
Meeting, Columbus, Ohio 

30to Morley-Murphy Co.., 

May | Show, Green Bay, Wis. 


May 
2-6 National Builders’ Hardware 
Assn. Management Conference, 
Princeton, N. J. 

15-17 Pacific Coast Conference of 
National Builders’ Hardware 
Association and the American 
Society of Architectural Hard- 
ware Consultants, Portland, Ore- 


Dealer 


gon. 

Triple Industrial Supply Con- 
vention, Chicago 

Piedmont Hardware Co., Toy 
& Housewares Show, Danville, 
Va. 


Ace Hardwore Corp., Summer 
Convention & Toy Show, Chi- 
cago 

Cotter & Co., Toy & Fall Goods 
Merchandise ‘Exhibit & Stock- 
holders’ Meeting, Chicago 
Texas Wholesale Hardware 
Assn. & Texas Boosters Club, 
San Antonio, Texas 


July 


10-14 National Retail Hardware Assn. 
Congress, Philadelphia 

11-15 Nationa! Housewares Mfrs. 
Assn. 33rd Exhibit, Atlantic City 

17-19 Our Own Hardware Co., Sum- 
mer Merchandise Exhibit & 
Stockholders’ Meeting, Minne- 
apolis 








National Events 


Industrial Supply Convention, May 23- 
25, Conrad Hilton Hotel, Chicago. 
Sponsored by American Supply & 
Machinery Mfrs. Assn., W. B. 
Thomas, Hunter-Thomas Associ- 
ates, 2130 Keith Bldg., Cleveland 
15, business manager; National In- 
dustrial Distributors’ Assn., 1900 
Arch St., Philadelphia 3. Robert 
C. Fernley, executive secretary; 
Southern Industrial Distributors’ 
Assn., 712 Volunteer Bldg., Atlanta, 
Ga. E. L. Pugh, secretary-treasurer. 


National Association of Sheet Metal 
Distributors, April 21-22, Fiftieth 
Spring Meeting, Deshler-Hilton Ho- 
tel, Columbus, Ohio. Thomas A 
Fernley, Jr., executive secretary, 
1900 Arch St., Phila. 3, Pa. 


National Builders’ Hardware Assn. 
Management Conference, May 2-6, 
Princeton, N. J. William S. Has- 





STRONGEST 


NO. 7 LINE 


MADE: 


DISPLAY and SELL | 
This PROFIT MAKER..Now! 


Trails: at 


PLASTIC CLOTHES 
LINE 


LESS STRETCH - WEARS LONGER 
500 Lbs. STRONG 


Exceeds U. S. Government breaking 
strength requirements 


Fast-selling Shuford’s Tiger Lily #7 
is an all-weather line that’s a favor- 
ite everywhere! Has all the plus 
features your customers want... 


tough, extruded virgin vinyl jacket 
long-lasting tire cord rayon core 


chemically treated against mildew 
end odor 


easy to tie, easy to clean 


S* Guaranteed by © 


Good Housekeeping 
& Wop ~ 


exclusive “looped-end” for easy hanging 


in white and pastel colors—Tiger Yellow, 
Pin-Up Pink, Azure Blue and Mint Green— 
guaranteed not to fade onto clothes 


Packaged 50’ or 100’ continuous length 
hanks, 2 hanks connected, each hank 
in clear film bag, 12 hanks in self- 
display carton. 


Order Shuford’s Tiger Lily No.7 NOW 
.. . display this profit maker up front 
in your store! 


AS apvenristy WHS 
Nationally Advertised 


Write for full information to 





CLOTHES LINES + TWINES 
PRESSURE-SENSITIVE PAPER TAPES 
SASH CORDS + WEATHER STRIPPING 
COTTON & RAYON YARNS «+ EXTRUDED PLASTICS 





World’s Largest Manufacturer of Cotton Cordage 
Want more facts? Circle 217, p. 145 
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PAY THROUGH THE NOSE 
for High-cost, Locally-built 
Display Fixtures? 


Store modernization is lower in cost 
with Display Fixtures Styled by HELLER! 


Quantity purchase of materials and high-volume production by 
HELLER assure you substantial savings over units built by local car- 
penters or cabinet shops as well as other factory-fabricated fixtures. 
And HELLER meets your space needs right down to the last quarter- 
inch! Flexible-View Fixtures are completely finished and supplied with 
necessary hardware. 


Smart, Flexible-View HELLER units outpull, outsell ordinary, locally- 
built displays by as much as 36% on a storewide average .. . as high 
as 42% in many departments. 

Take advantage of HELLER’S merchandising and installation service. 


Our factory-trained store engineers can assist you in planning your 
fixtures to deliver highest store profits from every bit of your display 
space. Why not check with us today? 


Te ee CSE THIS COUPON TODAY an anette 


W. C. HELLER & COMPANY © MONTPELIER, OHIO 
Gentlemen: 


|! am interested in low-cost modernization with Flexible-View Display Fixtures by HELLER. 
Please send complete details. 


NAME 





STORE NAME 





ADDRESS 





CITY ZONE STATE 


ELLER 


COMPANY 





MONTPELIER, OHIO 
Want more facts? Circle 218, p. 145 
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Convention Calendar 
(Continued) 


well, 515 Madison Ave., New York, 
N. Y., managing director. 





National Housewares Exhibit, July 11- 
15, Atlantic City Convention Hall. 
Sponsored by the National House- 
wares Manufacturers’ Assn., 1130 
Merchandise Mart, Chicago 54; 
Dolph Zapfel, executive secretary. 


National Retail Hardware Assn. Con- 
gress, July 10-14, Sheraton Hotel, 
Philadelphia. Sponsored by the Na- 
tional Retail Hardware Assn., 964 
N. Pennsylvania St., Indianapolis 4, 
Ind. 


Regional Events 


Ace Hardware Corp., Chicago, June 
5-7, Summer Convention & Toy 
Show, at company offices, 2355 S. 
Blue Island Ave., Chicago 8. 


Cotter & Co., Chicago, Toy & Fall 
Goods Merchandise Exhibit & Stock 
Holders’ Meeting, June 6-16, at 
company offices, 2740 Clybourn 
Ave., Chicago. 


Morley-Murphy Co., Green Bay, 
Wis. Dealer Show, April 30-May 1, 
at the Brown County Memorial 
Arena, Green Bay, Wis. 


Our Own Hardware Co., July 17-19, 
Summer Merchandise Exhibit & 
Stock Holders’ Meeting, at general 
offices, 618 N. Third St., Minne- 
apolis. 


Pacific Coast Conference of National 
Builders’ Hardware Assn., and 
the American Society of Architec- 
tural Hardware Consultants, May 
15-17, at Sheraton Hotel, Portland, 
Ore. NBHA managing director, 
William S. Haswell, 515 Madison 
Ave., New York, N. Y. ASAHC 
secretary-treasurer, Geo. P. Merrill, 
220 E St., Santa Rosa, Calif. 


Piedmont Hardware Co., Toy and 
Housewares Show, May 29-31 at 
company offices, 554 Craghead St., 
Danville, Va. 


Southern Hardware Convention of the 
Southern Wholesale Hardware 
Assn. & the American Hardware 
Mfrs. Assn., April 10-13, at Hotel 
Roosevelt, New Orleans, SWHA 
managing director, Ralph E. Kirby, 
806 Peachtree St. N. E., Atlanta, 
Ga.; AHMA secretary, Arthur L. 
Faubel, 342 Madison Ave., New 
York 17. 


State Events 


Texas Wholesale Hardware Assn. & 
Texas Hardware Boosters Club Con- 
vention, June 16-18, at Hilton Hotel, 
San Antonio; Howard Weddington, 
1327 National City Bldg., Dallas 1, 
secretary-treasurer. 





First and On = Ice-O-Mat 


designed for |both/ table and wall 


NEW, 


omen e-em, emma en, 


enew ELEGANCE ! 
enew PORTABILITY! 
enew EASE OF OPERATION! 


enew ECONOMY ! 


At last! Crushed ice whenever or wherever you wish. 
Made 
in 


U.S.A. 


Kitchen, playroom, patio . . . on the table or on the wall 
. lce-O-Mat’s sleek, modern styling is “at home” any- 


where! It also fits swing-type Can-O-Mat bracket... 


FOR WALL... 


double sales for you! Crushes ice fine or coarse—no 
adjustments! King-size hopper, stainless steel double- 
action blades, jumbo ice cup that holds full tray of 
crushed ice... these are the features that make Ice-O- 


Mat America’s most-wanted ice crusher. A great every- 





day or special occasion gift. Get your stock in now! 


Mounts on wall in 
kitchen or everywhere—living 
recreation room... room, bar, patio. 


America’s Most Complete Line 
of Electric and Manual lee Cr Ushers 


ONUS 
PEATURE 


H FREE DISPLAY 


sat : g PACKED WITH 
Ask your distributor or write : EVERY ICE-O-MAT 


a A real traffic stopper 
* : “self - demonstrator” 
3 three color display. 


ideal for counter, 
shelf, window. FREE 


| 
RIVAL MANUFACTURING COMPANY g with every ice-o-mar! 
Kansas City 29, Missouri . 


Rival Mfg. Co. of Canada, Ltd., Montreal 
Want more facts? Circle 219, p. 145 
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SEND FOR CATALOG 
AND JOBBER’S NAME 


NAME 





TITLE 





COMPANY 





STREET 





CITY/STATE 





~ 


HIGH 


PROFIT 


UTILITY 


VISE 


Mos } Si 


8 2OUNDE RE RON nn 


OO 


LINE 


Every gleaming red vise in the big 
Simplex line has extra sales fea- 
tures your customers can see. 
Heavy steel slide protects screw. 
Replaceable nut and hardened 
steel pipe jaws are bonuses. 
Liberal discounts and merchan- 
dising aids build profits. 


| Desmond | 
| Simplex | 


The Desmond-Stephan Mfg. Co. 
Urbana, Ohio 


BERR GES BR Geet Be 
Want more facts? Circle 220, p. 145 
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How’s the Hardware Business? 





Hardware dealers can increase housewares profits 
by selling the growing young homemakers market 


A promotion linking the house- 
wares department of hardware 
stores with the growing house- 
wares market among young home- 
makers was started this month to 
help hardware dealers gain more 
profit in this market. 

Readers of the April issue of 
Living for Young Homemakers, a 
consumer magazine appealing to 
young couples, saw a feature story 
promoting housewares as the most 
desired and most practical gifts 
for newlyweds. 

A number of housewares items 
were grouped in illustrations. For 
instance, gifts for bridal showers. 
Another group for personal gifts 
to the bride and groom, and one 
for gifts for Christmas giving. An- 
other group featured the items 
that young married couples will 
want to buy when they set up 
housekeeping. 


The article definitely links the 
hardware dealer with the young 
homemaker market by stating that 
the illustrated items can be pur- 
chased at hardware stores. 

The Hardware Age Housewares 
Merchandising Guide, Dec. 8381, 
1959, spotlighted the Young Home- 
maker Center as an important step 
to increasing traffic and sales in 
the Soaring 1960’s. Facts, figures, 
and display ideas that can be used 
to set up a Young Homemaker Cen- 
ter for the big spring gift market 
were shown in pages 71, 72, and 73. 

Living for Young Homemakers 
has put together a kit for hard- 
ware dealers to use in setting up 
the center. The kit contains ban- 
ners, counter cards, and ad mats. 
It is free, and is available upon 
request from Living for Young 
Homemakers, 575 Madison Ave., 
New York 22, N. Y. 





How a manufacturer offers dealers a new product 
through seeking new ways to use his materials 


A versatile product was intro- 
duced to the trade the other week 
that has interesting implications 
for hardware dealers, and for man- 
ufacturers serving the hardware 
trade. 

The product is a piece of struc- 
tural steel that bolts together and 
becomes the frame for many 
things. It is an adult version of an 
Erector set. 

Hardware dealers in rural areas 
can sell the structural members as 
frames for corn cribs, farm ma- 
chinery buildings and barns, cattle 
loading ramps, oil drum stands, 
workbenches, and shelving. 

Hardware dealers in the city can 
sell it to homeowners to build work- 
benches, mail box frames, shelving, 
car ports, and small buildings. 

This is a product of Keystone 
Steel & Wire Co., Peoria, Ill. The 
product carries the trade name of 
Keyframe. Keyframe is made of 
cold rolled galvanized steel. It 
comes in heavy and regular gauges. 
It is a punched steel angle, with a 


pattern of holes and slots so vari- 
ous lengths can be bolted together 
to make a frame. 

From a manufacturing view- 
point, Keystone’s new product is an 
addition to its merchant trade line. 
It shows what comes from the 
seeking of new markets for a com- 
pany’s products. 

In the case of Keystone, the new 
product represents a new way to 
use the product from its furnaces, 
and a new item for dealers to sell. 

Keystone introduced its new 
product a few weeks ago at an 
exhibition in Peoria, where a num- 
ber of finished products made from 
Keyframe were shown. Keystone 
is putting the product on the mar- 
ket now through its regular chan- 
nels of distribution. 

Keystone is preparing advertis- 
ing and promotional material for 
Keyframe. Newspaper mats, direct 
mail, and point-of-purchase mate- 
rials will be available to help deal- 
ers promote Keyframe in their own 
communities. 





Retail hardware store 
sales dip 1.7 percent 


Retail hardware store sales in 
January were down slightly from 
January sales a year ago. Total 
hardware sales in January were 
$171 million. That’s $3 million or 
1.7 percent less than in January 
1959. 


The January sales decline from 
December was slightly more than 
it had been in the past two years. 
The total January volume was $118 
million or 40.8 percent less than in 
December 1959. 

Here are the U. S. Commerce 
Dept. unadjusted estimates of re- 
tail hardware store sales for the 
last three years: 

(millions of dollars) 
1960 1959 1958 
January 174 172 
Le 167 154 
193 178 
245 224 
263 257 
262 238 
240 227 
van 229 223 
September ... ... 227 225 
October nae 243 242 
November ....... 219 225 
a 289 288 


$2,751 $2,653 


Nonfarm housing starts 
down 19% in February 


Nonfarm housing starts in Feb- 
ruary were 76,600 units. This was 
19 percent less than in February 
a year ago, but 1 percent more 
than in January, according to the 
Commerce Dept. 

Privately owned dwellings 
started in February were 74,400 
units, down from the 74,800 units 
in January. Public dwellings starts 
were 2,200 units, up from the 1,100 
units in January. 


Business failures up 


Business failures for the week 
ended March 17 were 302, or 12 
more than in the previous week, 
but 21 less than in the same week 
a year ago. Business failures to 
date are 2,907 or 97 less than in 
the same period of 1959, according 











YES, WE DO 
HAVE YOUR SIZE 


A giant 14” plier has now been added 
to Utica’s famous “Rib-Joint’’ line. 
This powerful tool with parallel jaw 
opening of 21346”, completes Utica’s 
full line of ‘‘Rib-Joints.”’ All are 
available from stock. We serve our 
customers by carrying the widest 
assortment of pliers—over 1,000 dif- 
ferent types. All are made to the high 
standards required by American in- 
dustry. If you sell pliers, send for the 
brand new Utica tool catalog. 


Utica Drop Forge & Tool Division, 
Kelsey-Hayes Company, Utica 4, N. Y. 


to Dun & Bradstreet, Inc. , tools the experts use! 


Want more facts? Circle 221, p. 145 
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PROFIT MORE with... 


Quality - Durability - Performance 


Power Lawn Mowers 





ae RO], | 5 3. ae eo 4, Fe = sciagalagi sigalg oeive:ceeadeaetaiall 


9841 W t Dickens Ave., Chicagc J eokalotal-m —) aa a-tall, 














Sale Speeder No.1 He THE reget CALLS 


3 PT ae do lhe et) a olelah slalei-is Dp 3 K t Mm 
for quick sales. It works! : ST © 3 L LJ LU ol 


fom @ lola es | 
New Serrated- 
=F: tel me lets 


=5 a 
=| won 


a — . 


onUl-haelaal-la_man del- me _tal- lee 
Popular package 8-oz. can fitted with 
Bakelite cap holding soft-hair brush 
hilly titan inte for applying right at bench; metal sur- 
oo oe Oa face ready for layout in a few minutes. 


dae of this noe. TE! 


(eo: 0h G—m ge] @)e_ Pe pal. t.4-3-malel-— 

ia scribed lines show up in sharp relief, 
Ames +-34-1 eee Ol gel -i ahigelas prevents metal glare. Increases effi- 
ciency and accuracy. 


> it -taaltel-te wholesale 
Write for full information 


THE DYKEM COMPANY 


7RUE TEMPER. th es 


Your Dasic line... your money line 
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AUT oe 


Sy 


The dark blue background makes the = 


Consumer Mailers——— 


New Wholesalers’ Aids 


for Dealers’ Use 





More than 200 dealers 
to use Rabinowe mailer 


More than 200 dealers will par- 
ticipate in the spring sale promo- 
tion prepared by E. Rabinowe & 
Co., wholesaler at Yonkers, N. Y., 
and Middletown, Conn. 

The theme of the circular is 
“Giant Spring Sale.” A consumer 





contest is featured on the front 
cover. It offers a free one-week va- 
cation for two in Miami Beach. 

A dinner-meeting will be held 
to show participating dealers how 
to put the sale across, how to dec- 
orate windows, and how to sell the 
big-ticket items. 

Circulation of the mailer is ex- 
pected to be about 500,000 copies. 





Spring mailer prepared 
by Worth Hardware Co. 
Dealers can build more traffic 
this spring with the circular of- 
fered by Worth Hardware Co., 
New York City wholesaler. 
The theme is “Brighten Up Your 
Home & Garden This Spring.” 
Two coupon specials offering a 
patio broom and a Magnet Flash- 











© SWAN GARDE » 
wae Pag LITTLE OF C4 
Pore ship AP SIRE bets: 26 














THEY’RE PRE-SOLD ON SWAN... 


and so are thirty-nine million, nine- 
hundred and ninety-nine thousand, 
nine-hundred and ninety-seven others! 


It’s a fact. 40,000,000 customers (thousands of ’em right in your own com- 
munity) are reading about Swan Garden Hose and Grass Stop in the leading 
consumer national magazines including The Saturday Evening Post, Better Homes 
and Gardens, Sunset. Full-page ads in full color plus a special tie-in ad with 
Hardware Week are pre-selling prospects this very minute. Don’t get caught 
short — be sure you have an ample supply of profitable Swan products. You can 
trust the products . . . made by Swan. Swan Rubber Company, Bucyrus, Ohio. 
Want more facts? Circle 225, p. 145 
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Stock the one 
all purpose 
water seal 








Proved by home owners 
— contractors 


widely advertised 


MOISTURE PROOF WALLS, 
CEILINGS, FOUNDATIONS 


Wood + Tile + Stucco «+ Masonry 
Concrete + Shingles « Painted 
and unpainted surfaces 
Prevents dry rot, efflorescence, 
water stains « Retards dampness 
in basements + Lasts five years 


OUTDOOR USES 


Keeps moisture out of camping equip- 
ment, awnings, convertible tops, garden 
furniture, pads, planter boxes, boots, 
shoes, any porous material 


Easy to apply by brush, spray or roller. 
Deep penetrating. Colorless. 


Excelient concrete curing and sealing 
agent. Proved bond breaker for pre-cast, 
tilt up and lift slab construction. 


Order from your wholesaler or Thomp- 
son distributor. Ask about free perma- 


nent display fixture to speed up sales, 
Save inventory. 


Write for complete information and name of 
distributor nearest you. 0006 


J 
MANUFACTURERS OF FINE PROTECTIVE 
CHEMICALS SINCE 1929 


E.A. Thompson Co., Inc., Merchandise Mart, 
San Francisco 3, California 


San Francisco * Los Angeles * San Diego * 
Portland * Chicago ¢ Seattle * Denver © Dallas 
Houston * St. Louis * St. Paul ¢ Detroit « 
Philadelphia * New York City * Memphis «¢ 
Cleveland Factory: King City. California 


Want more facts? Circle 226, p. 145 
188 «© HARDWARE AGE, April 7, 1960 


New Wholesalers’ Aids 


(Continued) 











lite are featured on the front cover. 


The mailer gives the dealer a 
full margin of profit on approxi- 
mately 90 percent of the items 
used. 


Stowe Hardware issues 
new catalog to dealers 


Stowe Hardware & Supply Co., 
Kansas City wholesaler, is issuing 
its 1960 catalog to dealers. It fea- 


tures all of Stowe’s merchandise in- | 


cluding hardware, farm supplies 
and equipment, industrial supplies 
and appliances. 


A new feature of the catalog is 
that it is made up in separate 
bound sections, one for every mer- 
chandise department. 


The sections are contained in a 
three-piece binder, and can be re- 
placed by newer or revised sec- 
tions. 


Billings offers dealers 
its turnover handbook 


Billings Hardware Co., whole- 
saler at Billings, Mont., recently 
presented its version of the Liberty 
Turnover Handbook at a series of 
dealer meetings in Montana and 
Wyoming. 

The wholesaler furnished dealers 
basic stock lists showing suggested 
mark-up codes, stocking quantities 
for each item, merchandise binning 





GLENvALe 
BALL COCKS 
Last Longer 


&® 


oe 


GP-10 
ANTI 
SIPHON 
MODEL 


: 


NEW, SIMPLE 
QUIET ACTION 
DESIGN 


mw Fewer Working Parts 

w 360° Lever Arm 
Adjustment 

m= Valve Chatter 
Eliminated 

mw Nylon Valve Seat 

w Lifetime Rubber 
Diaphragm 

w Pressure Cast 
Non-Corrosive Brass 


Your customers will like 
the silent, long-lasting 
service of Glenvale ball 
cocks .. . each perform- 
ance tested against leaks 
... completely packaged 
ready to install. Fit prac- 
tically all tanks. 








ORDER FROM YOUR 
JOBBER — TODAY! 


GLENVvVALE 


PRODUCTS DIVISION 
Hoover Ball & Bearing Co. 
MALVERN, ARKANSAS 


9? ) 
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USE 4660000 TO SELL Pf6600R0! 


It’s smart selling when you give extra buying incentive to 
your customers by using Masonite® Peg-Board® panels to display hardware 
and related lines near your Peg-Board self-service dispenser, 
That way you give customers actual proof of the convenience 
these hardboard panels and fixtures can bring them. 
If you don’t have a Peg-Board counter or floor dispenser working 
for you, you should. Plenty of product in a compact selling area 
... plenty of profit for you, too. 
Peg-Board—use it to help sell it. 


FREE INFORMATION ABOUT PEG-BOARD DISPENSERS! 


MASONITE CORPORATION 
Dept. HA-47, Box 777, Chicago 90, Ill. 


Send information on Peg-Board dispensers for hardware stores. 


MASONITE eo 


CORPORATION 


®Masonite Corporation—monufacturer of quality panel products 
for building and industry. 





Name 





Address 





City 





Zone 
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ss cacaes % eee of 
PO a alacalilal 


EW CORY? 


e @ © 


CuULL 


electronic air freshener, 


deodorizer & dry vaporizer 
works like magic ... sells like magic! 
U.L. and A. M.A. approved 


Every home, office, shop, hospital... 
everyone, everywhere, is your market 
for multiple sales on the fabulous new 
Cory Genii. It kills and neutralizes all 
odors... healthfully refreshes the air 
and leaves a pleasant scent. Contains 
T-T-G to control mildew and air-borne 
bacteria. No wicks to fool with—no 
messy sprays ...completely non-toxic. 
You also profitably sell refills in Pine, 
Spice, Floral, or Cedar at only 49¢ each. 


¢ Portable or mounts on wall. 
Complete with one deodorant block 
‘ and gift-packed to retail at $4.95 
Write for the Cory Genii Story 
CORY CORPORATION 
3200 W. Peterso 
CORY CORP 


n Avenue, Chicago 45 
Or Tar-ler- Bim ce me hel delsicomm@lsla 
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tickets, stock arrangements, dia- 
grams, etc. 

Ralph Johnson, vice-president 
and general manager of Billings, 
was assisted in outlining the pro- 
gram by Howard Nepple, of Far- 
well, Ozmun, Kirk & Co., St. Paul, 
which also has the Turnover Hand- 
book available for dealers in its 
territory. 


Liberty Retail Stores 
make plans for 1960 


Liberty Retail Stores, a group 
of dealers sponsored by Supplee- 
Biddle-Steltz Co., Philadelphia, has 
set up a merchandising program 
to build sales during 1960 

The program consists of: 

Spot radio announcements. More 
than 100 spot radio announcements 
promoted an eight-day sale ended 
Feb. 20. Radio will be used later 
to promote spring and fall selling 


| periods. 
| Circulars and store display kits. | 
| Three, three-color, newspaper size | 
| circulars will be issued for sale | 
The spring circular will | 
| tie-in with Hardware Week, April | 
| 28 to May 7. | 
| tore display kits will be avail- | 
| able with each of the circulars fea- | 
They in- | 

banners, | 
_ streamers, price tickets, stuffers. 
| Newspaper mats. One, two, and | 
_ three column ad mats designed to | 
| tie-in with the promotions. 


events. 


turing some 175 pieces. 
over - the - wire 


Consumer research panel. 


coupon items, merchandise selec- 


| tion, pricing policies, etc. 


First month wholesale 
sales even with 1959 
Hardware wholesaler sales. in 
January matched sales for the like 
month a year ago, and were down 
$22 million or 12 percent from De- 


_ cember, according to the Commerce 


Dept. 
million. 

Inventories at the end of Janu- 
ary were 7 percent higher than in 
January 1959, and 5 percent higher 
than in December. 


January sales totaled $168 





| This 

| panel will consist of 15 housewives | 
_in the Liberty Retail Stores terri- | 
tory. The purpose of the panel is | 
to advise the Liberty Retail Stores | 
_ executive committee on the use of | 








RA W Zlewest 
for VOLUME SALES 


One source for a complete selection of fast selling 
items to produce constant repect business. 


» ANSONIA ALUMINUM 
KE BUCKETS 


2 Exquisitely finished heavy my tmaee alu. 


Bs es be 

| lustrous satin finish. Indiv. bexed. 
| B-711 3 qt. $1.80cacn 
| B-712 22 qt. $1.55 each 


mirror polished heavy gauge aluminum. Fibre glass insela- 
tion keeps food warm 4-6 hours. Perfect fer parties. 


Indiv, boxed. 22 quart. $1 70 


includes Spear, Fork, Spoon and Spatula. Chrome plated 
steel. Heat resistant aluminum handies in replica of a 


: 
bull. indiv. boxed. 3 00 
. Set 
PR yetroeetas 
2 De wate 


LN-34 
Combination 
LEMON 
SQUEEZER, 
NUTCRACKER 


and 
OLIVE DEPITTER 


sede of polished sturdy stomioum. Packed to poly bers, 
ready for rack display. $7.80 doz. 


Prongs and bow! mirror polished—handies satin finished 
12” long. Indiv. boxed. $9.00 doz. 


PK-25 COFFEE 
PERCOLATOR 


22 cups, hammered 
aluminum, reinforced 
handies. ideal for is 
coffee breaks and 
gifts. indiv. boxed. 


aN Y Coutrot 2o. 


244 Fifth Avenue, e New York 1,N: Y. 
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PUT THIS BASIC TOOL TO WORK FOR YOU . . 
and watch it build PROFITABLE sales! 


HERE IS A TOOL DESIGNED FOR HARD WORK AND FAST SELL—SALES 
RESULTS PROVE THAT THE ARROW T-50 STAPLE GUN IS AMERICA’S 
NO. 1 AUTOMATIC NAILING TOOL . . . PREFERRED BY DO-IT-YOUR- 
SELFERS AND PROFESSIONALS ALIKE FOR 1001 HEAVY DUTY FASTEN- 
ING JOBS! THEY APPRECIATE ITS SPEED AND EASE OF OPERATION . .. 
HOW IT SHOOTS A STAPLE WHERE EVER A NAIL CAN BE DRIVEN ... 
10 TIMES FASTER, CHEAPER AND BETTER, TOO! DEMONSTRATE THIS 
FAST, POWERFUL STAPLE GUN TO YOUR CUSTOMERS! ONCE THEY 
DISCOVER FOR THEMSELVES ITS MANY TIME AND WORK SAVING 
FEATURES, YOU’RE WELL ON YOUR WAY TO A SALE. USE THIS BASIC 
TOOL TO SPEARHEAD THE FALL SALES OF INSULATION, CEILING TILE, 
ROOFING MATERIALS, WIRE FENCING, ETC. 


BE SURE TO RECOMMEND THE ARROW CEILTILE STAPLES 
TO YOUR CEILING TILE CUSTOMERS! GUARANTEES BEST 
INSTALLATION RESULTS WHEN USED WITH 
ARROW’S 1-50 STAPLE GUN! 


Arrow'’s CEILTILE Staple is the one staple you can recom- 
mend with confidence to your ceiling tile customer .. . 
because it is the only staple specifically designed for this 
purpose. Unlike ordinary staples, CEILTILE Staples pene- 
trate perfectly without fracturing tile flange — thus 
eliminating the major cause of ceiling tile sag! 


COMPARISON TEST REVEALS THE BIG DIFFERENCE YOU USUALLY CAN'T SEE! 


ORDINARY STAPLE 
@ Often fractures the flange 
@ Staple loses 50% holding 
power 
® Sagging, wavy ceilings re- 
sult 


ARROW’S CEILTILE STAPLE 
e Unique leg design drives flush, holds tight! 
e Flange is never fractured . . . CEILTILE 
penetrates perfectly! 
@ Special cement coating provides tremendous 
holding power! 


TESTED AND APPROVED BY LEADING CEILING TILE MANUFACTURERS: 


1 JUNIUS STREET e 


ARROW FASTENER COMPANY, (NC. 


BROOKLYN 12, N. Y 


Model 


T-50 


All-Purpose 
Heavy Duty 


STAPLE 


1/4", 5/16", 3/8”, 
1/2", 9/16” and 
CEILTILE staple for 
ceiling tile. 


FOR EXTRA PROFITS——TIE IN THESE HANDY ARROW T-5O STAPLE GUN ATTACHMENTS 
WITH THE SALE OF WIRE MESH, SCREENING, ELECTRICAL WIRING, ETC.! 


Every customer who purchases wire mesh screening, electrical wiring, etc. needs 
these handy, interchangeable slip-on attachments that fit on front of T-50 Staple 
Gun for faster, easier fastening! Stock and sell them individually as needed, to your 
customers — for extra profits! 


THIS LOW PRICE JT-21 
LIGHT DUTY | 
STAPLE GUN s 
WILL SPUR 

SALES FOR 

THE T-50. 


Show your customer the light 

tacking jobs this staple gun will 
perform. Then suggest he take home the 
No. 1-50 for heavy duty nailing jobs. 
Remember, 

to SELL UP... 

means to 

UP YOUR 

PROFITS. 


SOLD ONLY 
THROUGH THE 
TRADE 


PIONEERS AND PACESETTERS FOR OVER A QUARTER OF A CENTURY 
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QUICKEE'S 


GREATEST NATIONAL 
ADVERTISING CAMPAIGN 


to OVER 


60,000,000 
People! 


NEW! 
MITY-POP” 
SALESMAKING 
MERCHANDISER 


Packs a powerful 
impulse sales punch and 
successfully solves the 
space problem. It’s 
Store-Tested and dealer 
approved. Efficiently 
stocks * Displays © Tells 
and Sells QUICKEE’S 
SPECIALIZED 
CLEANERS without 
effort in 4%" of space. 


Stain \ ater ee © 


=e) 


Stain remo-* et 


* walt ype 
. and polish 


~~ 3 
— Pa 


a *(Point-Of-Purchase) 


FREE MITY-POP* Packed with each 
1 DOZ.Waterless HAND CLEANER (14 oz. can) 
1 DOZ. FLOOR TILE CLEANER « w. can 

% DOZ. WALL TILE CLEANER ¢ quart can) 
THE IN. .CASH IN. .DISPLAY QUICKEE PROMINENTLY ! 


Send for literature of the complete line of 
QUICKEE SPECIALIZED CLEANERS! Dept. HA 


QUICKEE PRODUCTS, INC. 
YONKERS, N.Y. 
Want more facts? Circle 232, p. 145 
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Promotions 


Manufacturers’ New 
Merchandising Plans 








Swan merchandising kit 
to increase hose sales 


Dealers who want to increase 
garden hose sales will be interested 
in the spring merchandising kit 
offered by Swan Rubber Co., Bu- 
cyrus, Ohio. 

The kit was designed so dealers 
can feature a garden hose center in 
their stores. It contains a colorful 
16 x 32 in. banner for window or 
wall use, a 14 x 20 in. color blow- 
up of one of Swan’s ads that will 
appear in Better Homes and Gar- 
dens and Sunset magazines, color 
reprints of all national ads, and 
a water flow chart for consumers 
to select the right size garden hose. 

Dealers can tie-in with Swan’s 
consumer advertising with any of 
the 47 newspaper ad mats that are 
also offered in the kit. 


Sherwin-Williams will 
promote new paint line 


Sherwin-Williams Co., Cleveland, 
will promote its new line of A-100 
Latex house paints with a half-mil- 
lion dollar ad campaign. 

A series of ads in more than 150 
newspapers will spearhead the cam- 
paign. The schedule started on 
March 27 and will end June 19. 

In addition, A-100 will be pro- 
moted in national ads, and in some 
selected markets radio spots will be 
used. 


Daisy offers free gun 
in promotion package 


Daisy Manufacturing Co. 
Rogers, Ark., has a special promo- 
tion package for dealers. 

The promotion package, No. 00- 
61-0171, contains one 99 Target 
Special rifle, two No. 97 Ricochet 
Sound BB guns, one 25 Pump gun, 
two 107 Slide Action rifles, two 94 
Western carbines, and two 102 Cub 
air rifles. Total retail value is 
$88.50. 

The package deal offers a No. 102 


Sale Speeder No.2 


Use this fast Cconvincer 


for quick sales. it works! 
. 


No. SD 
‘“Dynatlite”’ 
Cr tgelsiame—) or: tel 
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MITH 


PRAYERS 


Copper-Brass 


BLIZZARD 
CONTINUOUS SPRAYER § 


‘*World’s most 
beautiful sprayer.’ 


SMITH SPRAYERS 
and Dusters have 
been choice for 
Quality since 1888 
. complete line 

of all styles and 
sizes... Also pow- 
er sprayers. Supe- 
rior in workman- 
> ship, design and 
performance. 








D.B. SMITH & CO. 


426 Main St., Utica 2, N. Y. 
**Originators of Sprayers'’ 
Canadian Rep. G. L. Cohoon 
1396 St. Catherine St., 
Montreal 2, Canada 
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Send for 
NEW 
Catalog! 








rofit pacemakers 


eer line 


No. 7 Hexagon Key Kit Counter Display 


Eye-catching blue and orange merchandiser 
displays 24 No. 7 Hex Key Kits. . . each 
containing seven alloy steel keys packed in 
attractive pocket transparent plastic case. 
Hex sizes %," through 4”. A fast moving 
impulse item for additional sales. 


Socket Set Screw and Hex Key 
Assortment No. 15 


Carefully selected assortment offers a working 
stock of popular size socket set screws and hex 
keys at minimum investment. Contains 25 each 
of most popular socket set screws, smaller 
quantities of 6 most wanted hex keys. Packed in 
attractive plastic box with handy selector chart. 
Refills of individual items available. 


New Stanscrew Hex Machine 
and Carriage Bolts 


Attractively boxed and labeled . . . over 500 

sizes available from stock. These premium 

quality fasteners, produced to the same standards 
of precision and uniformity as Stanscrew 
industrial fasteners, build customer acceptance. 





These are just three outstanding profit opportunities ATTENTION WHOLESALERS 
from Stanscrew’s complete selection of over 5,000 If you are not already offering your retailers 


different types and sizes of standard fasteners. Others : vr, , 
include additional hex key kits . . . cap screws... the profit-making opportunities of Stanscrew’s 


hex nuts. . . dowel pins... pipe plugs... studs... — f ae = yaaa today . You aa 
many others. Call your hardware wholesaler today. particularly pleased by nscrew’s fast de- 


livery on all items, and our moderate prices. 
CHICAGO | THE CHICAGO SCREW COMPANY, BELLWOOD, ILLINOIS 
HIIMS | HARTFORD MACHINE SCREW COMPANY, HARTFORD, CONNECTICUT 
’ WESTERN | THE WESTERN AUTOMATIC MACHINE SCREW COMPANY, ELYRIA, OHIO 


STANDARD SCREW COMPANY 2701 Washington Boulevard, Bellwood, Illinois 
Want more facts? Circle 235, p. 145 
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Magic Circle 
MERCHANDISER 
FREE 


The most profitable 30° of 
floor space in your store 


It's new! It’s different! No slow 
movers! The Magic Circle is a dra- 
matic fast selling, high-profit pro- 
ducing Deft Floor Display, backed 
by Deft’s PRE-SELLING consume* 
advertising. This $47.50 self-con- 
tained selling unit is yours FREE 
with a drop shipment order equiva- 
lent to 34 gallons of Deft. You write 
your own ticket as to sizes wanted 
Increase your sales with the Magic 
Circle Merchandiser. 


FULL 40% DEALER PROFIT 
plus FREE MERCHANDISER 


This beautiful new Deft Merchandiser 
pays you handsome profits. 


Order from your Distributor 


DESMOND BROS. 


Factories: Alliance, Ohio; Torrance, Calif. 
Want more facts? Circle 236, p. 145 
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Cub rifle, with a retail value of $6, 
free with every order for the pack- 
age promotion. Orders must be 
placed before May 1. 

Daisy’s Model 99 Target Special 
and the Model 97 Saddle gun will 
be promoted in the Dell Comic 
Group, and Boys’ Life magazine 
from May 10 to June 25. 

Dealer display aids and news- 
paper ad mats are also available. 


industrial supplies, 
machinery orders dip 


New orders for industrial sup- 
plies and machinery declined in 
January by 2 percent from those 
placed in December, reports the 
American Supply & Machinery 
Manufacturers Assn. 

The new order index in January 
was 198 (1948—100) down four 





I I 
Industrial Supplies & Machinery 
|_| New Order Index—July 1948-100 | 


Seasonally Adjusted 
Source: American Supply & Machinery Mfrs.’ Assn. 
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points from’ December, but up 12 
points from the first month of 
1959. 

In March 1959, the index jumped 
to 221, equaling the record mark 
set in January 1957. Since then, 
except for a four point rise in 
July, it has declined each month. 


Arrow Metal announces 
lower price on 2 items 


Arrow Metal Products Co., New 
York, N. Y., has announced a price 
reduction and two new features on 
its Arco jig saw line. 

No. 550 jig saw, with circle-cut- 
ter and rip gage, now listed at 





Deluxe 


POWER SLIDE 


Measuring Tape with 
“Slide Control” action* 


# 


*Hold finger tip 
on slide for full 
retraction. 


*Release finger 
tip to stop retrac- 
tion at any point. 


The only “Slide Control” tape on the market! 
Red and black ft. and in. markings, white 
faced; inside and outside measuring clip; 
available in 6’, 8’, 10’, 12’ lengths, 2” blade. 





Deluxe 


LEATHERETTE CASE 


Precision Measuring Tapes 


50 and 100 ft. lengths, 3/8” blade, red & 
black ft. and in. markings, engineer’s hook. 


all-purpose scraping and cut- 
ting tool for every home 


SAFETY 
HAND SCRAPER 


Single, extra long cutting edge. With 3 blades. 


Deluxe, Standard and Thin Tapes (more 
than 20 models and sizes) from your 
Local Hardware Distributor, or write for 
new low price lists to: 


3 Order the complete Atlantic line of 
’ 


ATLANTIC 


INOUSTRIAL CORPORATION 
91-97 W. Runyon St. « Newark 8, N. J. © Bigelow 3-5000 
Atlantic products also available in Canada 
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Stock and Display ANTROL 


... the complete convenience garden line 





Sales supported by 


local and national 








advertising 


throughout 196 0 





Harmiess to plants 
...- gives “New Leaf 
Shine.” 











Contains 2,4-D and 
2,4,5-T and has squirt 
top for spot application. 


ANTROL® 
... fine high-prorit 


Specially made for 


house plants. Econom- \ 


ical and safe to use. 


Protective seal for p * 


pruned or damaged 


& 


> 








Quick-killing ...long- 
lasting action on 
insects, mites and 
diseases. 








Convenient, effective 
control of ants. 





Prevents germination ,~ 


of crabgrass seed. 


trees. Prevents sap flow. . Pe 7 Kills lawn insects, 


grubs, termites. 





Perfect Dust — kills 
insects, mites and 
controls diseases. 


Four Hose Sprays: 
Garden Insect Killer, 
Chiordane Soil Insect 
Killer, Weed & Brush 


Killer, Crabgrass Killer. > 





cs SECTS GOTES oe 
Ral @ eests 


weaves HES 
P'S one VEGETABLES 





> Kills insects, mites, : 
: scale...makes up to 16 
=«, gallons of mixed spray 





For your whole garden— 
contains Malathion and 
Captan in unbreakable 
squeeze duster. 


Stops dog and cat dam- 
age... protects shrubs, 

flowers, trees, etc. Also 
available — Indoor Ridz. 


a 
y Ow" 


== @ 
I 


Hose attachments— 
Heavy spray for lawns 
and trees—light spray 
for shrubs. 











ORDER TODAY. STOCK and DISPLAY the complete Antrol line. They’re your customers’ favorites! 


usm"! Bovyle-Midway 





LOS ANGELES, CALIF. + BROOKLYN, N.Y. * CHICAGO, ILL. » CANTON. OHIO * CHAMBLEE, GA. « CRANFORD, N. J. * SEATTLE. WASH. + OALLAS, TEXAS 
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products of DID QICos 


NEW AUTOMATIC 
OUTDOOR LANTERN 
AND POST CONTROL 


Two. three or a small galaxy of outdoor 
lights come magically alight at dark, turn 
off at dawn. Built-in time delay avoids on- 
off flicker from car headlights. Satin 
aluminum standard exterior face plate, 
weatherproof gasket. 300W Capacity. 


INDOOR LIGHT CONTROL 


Arrive after dark to a home aglow with 
warm, welcoming, pre-selected lights. Auto- 
matically turned on or off by a photo- 
electric cell, or manually controlled. Ivory 
white 2'gang face plate. Selector switch has 
three positions—Automatic, Off and On. 
300W Capacity. 


AN ECONOMY DIMMER SWITCH 


The beauty and comfort of controlled light 
in any room, through an_ inexpensive 
electronic dimmer. HI for general lighting, 
LO for mood level, OFF. Replaces standard 
wall switch without changing wiring or 
wall plate. 300W Capacity. 117V AC, 
incandescents only. 


PROGRESS MANUFACTURING CO.., INC. | 
Dept. HA-4, Philadelphia 34, Pa. 


Please send me complete information on 
| Outdoor Control {| indoor Control { | Dimmer Switch 


Nome _ 





Company 








Address 
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$9.95, and No. 500 jig saw, without 
gages, now listed at $8.95, will be 
reduced $1. 

The two new features are a float- 
ing safety bracket which connects 
the jig saw to any \% in. drill in 
less than 1 minute. The bracket ad- 
justs automatically to any shape 
when the clamp is tightened. 

The other feature is a full one- 
year factory guarantee on the drill 
attachment. 


Great Lakes Tractor Co. 
offers new guarantee 


The Great Lakes Tractor Co., 
Cleveland, is offering a new guar- 
antee on its 1960 Premium lawn 
mower. 

Performance insurance covers 
the replacement of the complete 
engine, or any other part of the 
mower for any reason, for one year 
from the date purchased. 

There will be no charge, except 
for a $10 fee for complete engine 
replacement. 

The performance insurance is in 
addition to other warranties of- 
fered by the engine manufacturer 
or special dealer warranties. The 
performance insurance plan is the 
only guarantee honored by Great 
Lakes Tractor. 


Farm pump shipments in 
January were down 7% 


Factory shipments of domestic 
water systems in January totaled 
49,784 units. This was 3248 units 
or 7 percent less than in January 
a year ago, 3607 units or 8 percent 
more than in December, according 
to the Commerce Dept. 

In January, deep-well systems 
accounted for 9834 units, shallow- 
well systems 17,884 units, converti- 
ble jets 15,675 units, and sub- 
mersible pump systems 6891 units. 


Lifetime guarantee on 
Homko's Flexor Blade 


Western Tool & Stamping Co.. 
Des Moines, is issuing a lifetime 
guarantee against crankshaft bend- 
ing with every Homko rotary 
mower featuring a Flexor Blade. 
The guarantee covers repair or re- 
placement. 


Sale Speeder No.3 


SET dollar: t_} a olelalslal et =i 


cel ame l Olle: amt: tl-\-smms Wield 4—o 


i-3 am ~teles 4-3 


akc teehee lsii 


RUE TEMPER 


4 Oas aI. YOUT , 
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GIBSON 
GRIPPER 
CLIPS 


KEEP 
THINGS 
IN PLACE 


BRIGHT FINISH Double Spring Action 
NO JUTTING POINTS 2 Sizes Hold Most Handles 








GIBSON GOOD TOOLS, INC., Sidney 6, N.Y. 
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PRICE CUTTERS HURTING 
YOUR PAINT PROFITS? 
Why Not Fight Back! 


We will give you an exclusive label-protected 
territory—advertising and promotion aids to 
build volume and proven Quality Paint priced 
for full 40% profit ond volume sales at $2.59 
to $4.99 retail. DON'T MISS THE SPRING 
SEASON. 


Write—Mr. Reed 
Proctor Paint & Varnish Co., Inc. 
Box 191-A, Yonkers, N. Y. 
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STEEL 


HAND STAMPS 


WITH YOUR NAME AND ADDRESS 
ADVERTISE & IDENTIFY YOURSELF 
FOR MAXIMUM REPEAT BUSINESS 


* ECONOMICALLY * PERMANENTLY 
e EFFECTIVELY e CONSISTENTLY 


Available from your STAR jobber 


STAR KEY & LOCK MFG. CO. 


5! S. First Street Brooklyn I!, N. Y. 
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A NATIONAL CASH-CHARGE CONTROL SYSTEM has 
helped build g 


ood-will for this hardware store. 


EXTERIOR of Service 
Hardware & Repair Co. 


“Our @alional Cash-Charge Control System 


saves us‘3,600 a year... 


returns 86% annually on investment.”’ 


—Service Hardware & Repair Co., Perrysburg, Ohio 


“Ever since we installed a National 
System, our hardware store has expe- 
rienced a new kind of business ef- 
ficiency,’ writes Robert F. Powers, 
partner of Service Hardware & Re- 
pair Co. 

“Our National Cash-Charge Control 
System has definitely built customer 
confidence. Being swift and accurate, 
our National System lets customers 
pass quickly through the check-out 
counters. Lets them know their receipts 
are correct because Nationals totalize 
mechanically —without mental errors. 

“Internally, our National Cash- 
Charge Control System has given us 


faster, more exact handling of all ree- 
ords. For example, we now prepare 
monthly statements in one-sixth the 
time necessary under our old method. 
In addition, we have assurance that all 
figures are correct to the cent. 

“Finally, we recommend our Na- 
tional System on the basis of sound 
cash savings. Our National Cash- 
Charge Control System saves us $3600 
a year... returns 86% annually on in- 
vestment.” 


partner of 
Service Hardware & Repair Co. 


THE NATIONAL CASH REGISTER COMPANY, payton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES + 76 YEARS OF HELPING BUSINESS SAVE MONEY 
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Your hardware firm, too, can benefit 
from the many time- and money-saving 
features of a National System. Nation- 
als pay for themselves quickly through 
savings, then continue to return a reg- 
ular yearly profit. National’s world- 
wide service organization will protect 
this profit. Ask us about the National 
Maintenance Plan. (See the 

yellow pages of your phone 

book.) 
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REPUBLIC ROOF DRAINAGE PRODUCTS 


the full line...with full profits! 


Your Republic Sheet Metal Distributor can help 
you get into the fast moving, fast profit, com- 
mercial and homebuilding market ... when you 
stock, promote, and sell Republic Roof Drainage 
Products. 


In his warehouse, you will find everything 
you need to serve your customers— galvanized 


REPUBLIC STEEL 


Quality Supplies... Quality Supplirs 


Want more facts? Circle 245, p. 145 


steel, stainless steel, terne, copper, and perfectly 
matched components in Republic’s full line of 
Roof Drainage Products. 

Your Republic distributor is a good man to 
know. You will welcome his service on... 
BOLTS AND NUTS - STEEL PIPE - PLASTIC 
PIPE - ROOF DRAINAGE PRODUCTS. 


1 
| 
| 
| 
I 
I 
| 
i 
) 
I 


REPUBLIC STEEL CORPORATION 
DEPT. HA-9211 
1441 REPUBLIC BUILDING « CLEVELAND 1, OHIO 


Please send more information on the following products: 
©) Republic Bolts and Nuts C) Plastic Pipe 
C) Steel Pipe C) Roof Drainage Products 


ES ES LI SEE, SOREN Sa I EAT SoS SRD 
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I thought all filters were made 
by filter companies! 


Sounds logical, lady — but it’s not so. Only AMER-glas is available 
country-wide as a filter made by air filter specialists. Result: an 
engineered air filter of the highest efficiency. White and clean looking, 
free of prickly slivers, and with a built-in longer life. 


AMER-glas ... made by men who know how to make filters best, and 
how to help hardware dealers sell more of them. 


‘AMER-G/1S FURNACE AND AIR CONDITIONING FILTERS 


AAR * See A; Litter COMPANY, INC., LOUISVILLE, KY. © WORLD'S LARGEST MANUFACTURER OF AIR FILTERS 
Want more facts? Circle 246, p. 145 





HARDWARE AGE 


DO Your Club 


HENRY J. FUNK, vice- 
president and general buy- 
er for Albany Hardware & 
Iron Co., Albany, N. Y., 
has completed 60 years ser- 
vice in the hardware indus- 
try. Mr. Funk began his 
career with Albany Hard- 
ware in 1900 as an errand 
boy at $2 a week. He was 
promoted to office boy and 
then salesman. In 1919 Mr. 
Funk was named supervi- 
sory buyer, and then gen- 
eral buyer as well as vice-president. On his 60th 
anniversary with the company he was honored at a 
dinner given by company officers, and presented 
with a book of congratulatory messages from more 
than 250 former business associates. Mr. Funk is 
a past president of the New York Wholesale Hard- 
ware Assn., and the Eastern New York Purchasing 
Agents Assn. He is a member of the Fort Orange 
Club, and a 50-year Mason. He is a past potentate 
of Cyprus Temple, AAONMS, and past commander 
Temple Commandery. As potentate, he conferred 
the Shrine order on the late Franklin D. Roosevelt. 
Mr. Funk’s son, H. Seeley Funk, is a buyer for 
Albany Hardcware. 


CHARLES H. HAR- 
ING, owner of Haring’s 
Hardware Store in Bay 
City, Texas, began his 
hardware career in 1909 
with Hibbard, Spencer, 
Bartlett & Co. as an order 
clerk. In 1911 he became 
salesman, covering the 
southeast Arkansas terri- 
tory. Mr. Haring held this 
position until the mid- 
twenties when he trans- 
ferred to Stratton-Warren 
Hardware Co., Memphis. In 1929 he rejoined Hib- 
bard, and in 1931 was assigned the southeast Texas 
territory. Mr. Haring resigned from this position 
in 1941 to open his hardware store in Bay City. Mr. 
Haring’s son, Charles Jr., joined the business in 
1946. He is now a partner. Mr. Haring is a member 
of the Texas Hardware and Implement Association 
and a retired member of the Rotary Club. 


SENSATIONAL 
FREE GOODS 
OFFE 


YOU Mane THAN DOUBLE Youn mend 





MIRACLE 
BLACK MAGIC 

















YOUR SPECIAL BONUS PACKAGE CONTAINS: 





i display (12 Tubes 27/4 oz.) 





4 extra 2% oz. ($.59 retail) Tubes... FREE 
16 Tubes 2% oz. Sell for $9.44 





Costs you $4.25 
YOUR PROFIT 


‘5.15 | 58% 








a sensational 55% profit on Brite Magic and 
Black Magic. Reported by store after store 
their fastest selling item. Customer ac- 
| Sm’? ceptance and enthusiasm increasing! 





Easy-to-use nozzle for neater, 
i | faster application! 
Dramatic, eye-arresting display. 





BACKED BY BIG ADVERTISING CAMPAIGN! 








MIRACLE ADHESIVES CORPORATION 


250 Pettit Avenue, Bellmore, Long Island, New York 








Want more facts? Circle 247, p. 145 
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Read it in HARDWARE 


NEWS OF 


HARDWARE AGE FOR 


KKKKKKSK 








News About Dealers: Conestoga Hardware 





r- 


Opens Garden Wing, Sells 30 Riding Mowers 


SO I a in ee a 
Ao OO LO as = 


Though you wouldn't know it by the bare trees and melting snow, 
this picture shows the first day of spring at Conestoga Hardware, 


Wayne, Pa. 


Dealer Richard Filapone (left) started his outdoor 


season in mid-winter, while amidst the building of this new lawn 
and garden wing on the store. By March 21, Mr. Filapone sold 
30 of the riding mowers he is demonstrating in this photo. The 
new lawn center covers more than 500 sq ft of floor space, fronted 
by three overhanging garage doors that can be closed in bad 


weather. 


Ogdensburg, N. Y.—The 
JOHN BARR HARDWARE CoO. 
stores on Ford St. were re- 
opened recently. The busi- 
ness is now being conducted 
by the Ogdensburg Trust Co. 


as administrator with the 
same staff and the same 
policy. The late Robert A. 
Barr owned the business. 


(Continued on page 206) 





Triple Mill Meeting 
Opens With Reception 


The Triple Industrial Sup- 
ply Convention in Chicago 
opens on Sunday, May 22, 
with a reception at 5 p. m. 

The conference booth pro- 
gram will be on May 24 at 
the International Amphithea- 
tre. Also on May 24 there 
will be the ladies’ luncheon, 
and a cocktail party at 
6 p. m. 

The convention is spon- 
sored by the American 
Supply & Machinery Manu- 
facturers’ Assn., National In- 
dustrial Distributors Assn. 
and the Southern Industrial 
Distributors Assn. 

The convention sessions, at 
the Conrad Hilton Hotel, will 


be held on the morning and 
afternoon of May 23 and the 
morning of May 25. The 
convention closes with a 
luncheon on May 25. 


RB & W Appoints Dill 
As a Sales Manager 


James M. Dill has _ been 
named to the newly created 
post of special products sales 
manager for Russell, Burd- 
sall & Ward Bolt and Nut 
Co., Port Chester, N. Y. His 
new duties will include sales 
promotion. 

Mr. Dill joined Russell, 
Burdsall & Ward in 1946 as 
a midwest salesman. He 
moved to Port Chester head- 
quarters in 1955. 
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Two Officers Elected 
By Texas Wholesaler 


Corpus Christi Hardware 
Co., Corpus Christi, Tex., has 
elected two veteran execu- 
tives to new posts as officers 
of the firm. 

W. M. Renick, manager of 
credit sales, has been elected 
treasurer. He has been with 
the firm 25 years. 

L. C. Carter, a 10-year em- 
ploye, has been elected sec- 
retary. 

Edwin Flato, company 
founder and long-time presi- 
dent, was re-elected chair- 
man of the board. Franklin 
Flato was re-elected vice- 
president. 


Plough Purchases DAP 
To Run as Subsidiary 


Plough, Inc., Memphis 
drug manufacturer, has ac- 
quired Dicks-Armstrong- 
Pontius, Inc., Dayton manu- 


facturer of putties, caulking 
and glazing compounds, 

DAP will operate as a 
wholly-owned subsidiary un- 
der its present management 
and will become the head of 
Plough’s new household 
products division. 


Irwin Auger Bit Co. 
Acquires Strait-Line 


Irwin Auger Bit Co., Wil- 
mington, Ohio, has acquired 
the assets of Strait-Line 
Products, Inc., Costa Mesa, 
Calif. 

Irwin will continue to 
manufacture and distribute 
the Strait-Line brand name 
products. Production facili- 
ties have been moved to Wil- 
mington. Irwin plans to im- 
prove packaging and design 
of the Strait-Line Self- 
Chalking Reel, simplify the 
line and provide increased 
consumer merchandising 
support for dealers. 





Penna. Wholesalers Discuss Dealer Shows; 
Re-elect Officers; Spring Meeting May 6 


Pennsylvania wholesalers 
presented reports on sales, 
inventories, and accounts re- 
ceivable to the association at 
its spring meeting with the 
figures to be compiled and 
reported on later. 

This was the 60th annual 
spring meeting of the Penn- 


sylvania Wholesale Hard- 
ware & Supply Assn., meet- 
ing last month in Hotel 
Astor, New York City. More 
than 100 members and guests 
attended. All officers were 
re-elected. 
The wholesalers held an 
(Continued on page 216) 


po 


Re-elected officers of the Pennsylvania Wholesale Hardware & Sup- 


ply Assn., left to right, C. 


R. Herr, vice-president; Ivon Rohrer, 


president; James G. Krause, secretary-treasurer; John Wolfertz, 


vice-president. 
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Goshorn Hardware Co. 
Goes Out of Business 


Goshorn Hardware Co., 


Wholesalers to Discuss Management Problems 
At 69th Southern Convention in New Orleans 


127-year-old wholesaler at 
Charleston, W. Va., went out 
of business last month. 

Roy S. Samms, Sr., presi- 
dent, announced that outside 
competition was cutting 
prices, and owners of the 
business felt “this was a 
good time to bow out.” 

The inventory, valued at 
$200,000, was sold to other 
distributors. The warehouse 
and office building was sold 
to a drug firm. 

Goshorn Hardware trav- 
eled six salesmen in south- 
ern West Virginia, and was 
capitalized at $100,000. 


Gassaway Moves Up 
At Hamilton Beach 


William B. Gassaway has 
been appointed sales man- 
ager of Hamilton Beach, Di- 
vision of Scovill Mfg. Co., 
Racine, Wis. 

Mr. Gassaway, former 
manager of sales promotion 
and advertising, succeeds 
Clarence J. Piemeisl who 


WILLIAM B. GASSAWAY 


was appointed to the newly- 
created post of assistant 
general manager. 

Roy A. Lewane, former 
assistant advertising man- 
ager, has been appointed ad- 
vertising manager. 


Toledo Pipe Elects 


H. L. Thompson, Jr., presi- 
dent of Bostwick-Braun Co., 
Toledo, Ohio wholesaler, has 
been elected a director of To- 
ledo Pipe Threading Ma- 
chine Co. Mr. Thompson is 
a vice-president of the Na- 
tional Wholesale Hardware 
Assn. 





Wimberly & Thomas of Birmingham Elects 
0. E. Fee and S. J. Slay Vice-Presidents 


The election of two officials 
of Wimberly & Thomas 
Hardware Co. to be vice- 
presidents was announced by 
J. Fred Shackelford, presi- 


OLA E. FEE 


dent of the Birmingham, 
Ala. wholesale firm. 
Simmie J. Slay is _ vice- 
president, secretary-treas- 
(Continued on page 216) 


SIMMIE J. SLAY 


Southern wholesalers will 
be taking a sharp look at 
management problems that 
influence profits at the 
Southern Convention in New 
Orleans next week. 

Budget control, cost ac- 
counting on distribution, 
work standards, catalog 
problems and the place of 
the wholesaler will be some 
of the subjects discussed. 

This will be the 69th an- 
nual convention of the South- 
ern Wholesale Hardware 
Assn. and the 118th semi-an- 
nuai convention of the Amer- 
ican Hardware Manufactur- 
ers Assn. Meetings will be 
held in the Hotel Roosevelt. 

The convention opens the 
evening of April 11 with the 
Presidents’ Reception. 

Wholesalers will hold busi- 
ness meetings on April 11 
and 13. 


Speakers at the April 11 


W. W. FRENCH, JR. 


session will be W. W. French, 
Jr., association president and 
president of Moore-Handley 
Hardware Co., Birmingham; 
Aubrey L. Carr, president, 
Keith-Simmons Co., Nash- 
ville; S. E. Cram, president, 
The W. Bingham Co., Cleve- 
land; Howard W. Price, ex- 

(Continued on page 204) 





Greer Hardware Caps 5 Years of Winning 
Contests By Taking 1960 Brand Names Award 


Greer Hardware Co., deal- 
er at Salisbury, N. C., has 
won the Brand Names Re- 
tailer-of-the-Year award for 
1960 in the Hardware-House- 
wares Stores category. 

(See photograph on page 
219.) 

The award to Greer and 
four other runner-up Cer- 
tificate-of-Distinction dealers 
will be made formally at the 
Waldorf-Astoria Hotel, New 
York City, on May 6. 

Paul L. Bernhardt, 34, as- 
sistant manager of Greer 
Hardware heads up display 
for the firm. Since 1955, Mr. 
Bernhardt has won five na- 
tional display contests, and 
placed second in two more 
for his firm. His prizes have 
included a _ station wagon, 
cash, and trips to Mexico and 
abroad. 

The four dealers winning 


PAUL L. BERNHARDT 


Certificates of Distinction 
are: National Supply & 
Hardware Co., Milwaukee; 
White Ace Hardware, Cadil- 
lac, Mich.; Hartford Hard- 
ware Co., Hartford City, 
Ind.; Schunemans, Inc., 
Pierre, S. D. 

(Continued on page 208) 
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Donald Burns Becomes 
Kennatrack President 


Donald S. Burns, 
president of the builders’ 
hardware and industrial di- 
vision of Ekco Products Co., 
has been elected to the addi- 
tional post of president of 
Kennatrack Corp., Elkhart, 
Ind., an Ekco Subsidiary. 

Mr. Burns succeeds M. J. 
Ragir who resigned as Ken- 
natrack president. 


Duluth Warehouse Sold 
To Industrial Firm 


The former Kelley-How- 
Thomson Co. warehouse in 
Duluth has been sold to Twin 
Ports Contractors, Inc., affili- 
ate of Modern Distributors, 
Inc. 

Modern Distributors now 
uses 60,000 sq ft of the prop- 
erty. The four buildings, 
with 250,000 sq ft of space 
insures room for Modern 
Distributor’s expansion 
needs. 


Modern Distributors, an 


vice- 


industrial supply house, was 
organized last year when 
Marshall-Wells Co. and Kel- 
ley-How-Thomson closed. All 
26 employees were with these 
firms. Arthur L. Fahland is 
general manager. Arthur A. 
Hepokoski is sales manager. 


Wholesalers to Discuss 


Mcnagement Problems 
(Continued from page 203) 


ecutive vice-president, The 
Salt Lake Hardware Co., Salt 
Lake City; William A. 
Parker, Jr., vice-president, 
Beck & Gregg Hardware Co., 
Atlanta. 


Speakers at the April 13 
session will be A. C. Rankin, 
general manager, Teague 
Hardware Co., Montgomery; 
and W. E. Smith, Sr., presi- 
dent, Oklahoma Hardware 
Co., Oklahoma City. 


The manufacturers associ- 
ation will have a session on 
April 12. Speakers will be 
Congressman Phil M. Lan- 
drum, Georgia; and J. Lewis 


News of the Trade 


New York State Dealers Elect Cornell 





H. Barclay Cornell, Barclay Hardware Co., Inc., Pleasantville, was 
elected president of the New York State Retail Hardware Association 
at its annual meeting, Feb. 29-Mar. 2. Bruce C. McGregor, McGregor 
Hardware, Inc., Ellenburg Depot, was elected first vice-president and 
Warren E. Deming, Huntington Hardware Co., Huntington, second 
vice-president. New directors are: Millard M. King, King's Hardware, 
Delevan; G. R. Alhart, Alhart's Electrical Co., Rochester; and Cam- 
eron Farquhar, Farquhar's Hardware Co., Fort Covington. Reelected 
directors are: Raymond L. Rose, Will-Rose Hardware, Livingston 
Manor, and J. Robert Winegar, A. F. Winegar's Inc., Buffalo. Shown 
here, left to right, are: Mr. McGregor, Mr. Deming, President Cor- 
nell and Nicholas H. Kiley, executive secretary. 





Powell, Department of De- 


Golf tournament, April 12. 
fense. 


Ladies’ luncheon, April 11. 
Other features of the 1960 Entertainment and danc- 

convention will be: ing, evenings of April 11 and 
Old Guard dinner, April 11. 12. 





B&D’s passing along success stories like this... 


to sell more Saws to builders, carpenters, home craftsmen! 


Want more facts? Circle 248, p. 145 
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news in brief of 


MANUFACTURERS AGENTS 


@ G. P. Schick & Associates, New York—George P. Schick, 
former assistant sales manager for Ox Fibre Brush Co., 
Frederick, Md., has formed an agency, to cover metro- 
politan New York, Long Island and Westchester areas. 
The agency will represent the Oxco line in the metro- 
politan area. Offices are at 520 Fifth Ave. 


@ Simonsen Industries, Chicago—California, Arizona and 
Nevada to Edward Firestone Co.; New York, Pennsylvania, 
Maryland, Washington, D. C., Delaware and New Jersey 
to Joseph H. Aschheim & Son; Ohio and Indiana to Shugar- 
man and Shugarman Co.; Washington, Oregon and Alaska 
to P & G Associates. 


@ Vernon T. Coats Co., 
Pueblo, Colo. — Vernon T. 
Coats, former wholesale ex- 
ecutive, has established his 
own manufacturers’ repre- 
sentative agency. The new 
firm will cover the seven 
Rocky Mountain states and 
El Paso, Tex. Mr. Coats re- 
cently resigned as executive 
vice-president and general 
manager of the Holmes 
Hardware Co., Pueblo, Colo., 
wholesaler. He had been as- 
sociated with Holmes Hard- 


ware for 36 years. VERNON T. COATS 


News of the Trade 





@ John O. Doxsee Co., Kansas City, Mo.—John O. Doxsee, 
former vice-president of the Bert J. Clark Co., has formed 
a new partnership with Wes Brient, former national sales 
manager of the Commercial Products Div., O. A. Sutton 
Corp., and vice-president of Vornado Distributing Co. 


@ A. Walt Runglin Co., Los Angeles—R. D. Owen from 
administrative assistant to assistant sales manager; Carl 
Krummann has joined the firm as sales promotion manager. 


@ E. R. Wagner Mfg. Co., Milwaukee—North Carolina, 
South Carolina, Georgia and the eastern half of Tennessee 
to Junius Andrews of Roseboro, N. C.; Florida to Kurland 
Zager & Associates, Hialeah. 


@ N. F. C. Engineering Co., Anoka, Minn.—Pennsylvania, 
Delaware, Maryland and Washington, D. C. to the Martin 
Co., Philadelphia; Michigan to Bud Thurston, Birmingham, 
Mich.; eastern Canada to Michael L. Shaw, Toronto, Ontario. 


@ Parker Metal Decorating Co., Baltimore—lIllinois and 
Wisconsin to Vincent J. Lonergan Co., Chicago; Michigan 
to Sanford Rubin, Oak Park, Mich. 


@ Slaymaker Lock Co., Lancaster, Pa.—Western Tennessee, 
Mississippi and Arkansas to John T. Everett & Co., 
Memphis. 


@ Welmaid Products, Inc., Chicago—Washington and Ore- 
gon to Woodlee-Jones. 


@ Quickee Products, Inc., Yonkers, N. Y.—Texas to Lee E. 
Lawson & Associates, Dallas. 


@ Boice-Crane Co., Toledo—Colorado, Utah, Idaho, Wyom. 
ing and Montana to Carlos W. Stone, Salt Lake City. 





Service-type promotion talks 
builder-carpenter language! 


For the first time in saw selling, Black & Decker 
is going after the building trades with advertising 
that really talks their language. That means 
you'll get stronger name-sell on Black & Decker 
Saws, more traffic for your store. And we’re tell- 
ing your homeowner customers why the Saw 
chosen by top projects is their best choice, too! 


Remember: B&D gives you Saws for every purse 
and purpose .. . six modeis from 6%” to 94” 
blade diam. .. . from $49.95 retail. And don’t 
miss the profit opportunities in fast-selling 
B&D-Built Kro-Bide Saw Blades! 


LACE OUR BLACK & DECKER 
WHOLESALER “few / 


TOTAL OF 16 
THIS SPRING! 


ADS IN THESE MAGAZINES 





New B&D Merchandiser 
builds profitable repeat 
business in saw blades 
and accessories. Selection 
of most popular blades fit 
any saw with %” arbor. 
Colorful “see-thru”’ pack- 
aging. Free display stand. 
Plus 2 free bonus blades! 





Want more facts? Circle 248, p. 145 
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brief reports of 


MANUFACTURERS SALESMEN 


@ Sylvania Lighting Products, Division of Sylvania Electric 
Products Inc., Salem, Mass.—L. John Doyle from district 
sales manager in Detroit area to Midwest regional sales 
manager succeeding Frederick H. Heintz, recently elected 
vice-president of marketing for the large lamp department. 


@ Klein Hardware Div., Standard Keil Hardware Mfg. Co., 
Skokie, Ill—Arthur Edelmuth will be in charge of the 
newly-opened office that will handle sales and service in 
the north central states from 4949 Church St. 


@ Thor Power Tool Co., Aurora, Ill—Paul J. Kennedy 
from Toronto, Canada branch sales and service engineer 
to district manager of the Cleveland sales and service 
branch, 


@ Fulton Cotton Mills, Atlanta—J. O. Pullen joins as 
sales representative for canvas products in Georgia, 
Florida and Alabama, with headquarters in Atlanta. 


@ Bommer Spring Hinge Co., Landrum, S. C.—George E. 
Maynard to sales representative in Ohio and West Virginia 
from Geneva, Ohio. 


@ Lufkin Rule Co., Saginaw, Mich.—George J. Schlitt, Jr. 
from Chicago regional manager to west central division 
sales manager. 


@ Lufkin Rule Co., Saginaw, Mich.—David Cameron from 
Somers, Fitler & Todd Co. to the Detroit area. 





News of the Trade 


News About Dealers: 





(Continued from page 202) 


Camp Hill, Pa. — OTTO & 
HOLLINGER HOME CENTER, 
Inc., a 7500 sq ft store, has 
opened as part of the 47 acre 
Camp Hill Shopping Center, 
three miles outside of Har- 
risburg, Pa. The store fea- 
tures a 1000 sq ft paint de- 
partment, and places special 
emphasis on a home planning 
center and builders’ supplies. 
The self service store is open 
from 9 a.m. until 9 p.m., 
with evening hours the most 
productive. Neighboring 
stores in the 2500-car cen- 
ter are a department store 
and a chain drug outlet. Vol- 
ume for the center is seen at 
$25 million annually. 


Le Roy, N. Y.— Samuel 
and Michael Lovria have 
purchased the interest of 
Victor Blood in Vic’s HARD- 
WARE, INC. The business will 
now be called MAIN HARD- 
WARE. The brothers will con- 
tinue to operate the Lovria 


Plumbing & Heating busi- 
ness at 144 Liberty St. in 
Batavia. 


Chowchilla, Calif —Mr. and 
Mrs. Andrew Seltzer of Tur- 
lock have taken over the op- 
eration of the FARMERS 
HARDWARE store. George 
Parker, one of the former 
partners, will be retained as 
a salesman. 


Mesa, Ariz.—John C. Jen- 
sen has bought a hardware 
store here and will now 
make his home here. He was 
a long-time resident of Cha- 
nute, Kans. 


Galveston, Tex. — Open 
house festivities were held 
recently at VILLAGE HARD- 
WARE, INC. Clarence Falken- 
hagen, a veteran of 21 years 
in the hardware business, is 
the new owner. 


Winchester, Mass. — Her- 
bert N. Monson has pur- 
chased the WINCHESTER 
PAINT AND HARDWARE CO 
from Al Landry. 





DISPLAY BOX 
8 oz. Tube $1.89 





PAINTERS! New Amazing TUB and TILE SEALER Fills and Waterproofs Seams ! 


. Polyseamseal 


Plastic Base, All Purpose Crack Filler 
Won't bleed through. Stays pure white. 
Won't Crack, Chip or Peel. 


L. W. FERDINAND & CO., INC. 


Newton Lower Falls, Mass. 


CARDED TUBE 
4 oz. Tube 98¢ 
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Mr. Dealer: 


MAKE MONEY :2Q”° PROFIT 





SELLING 


FOR YOU 


From This Fast Selling Deal No. 1907 


KLEENCUT 


Reem Sheare you can adjust! 


FOR YOU 


Make a buck — selling Midget 
Louvers on every building, roof - 
ing, insulating and painting job. 
The original Midget Louvers ven- 
tilate dangerous dead air spots 

. release trapped moisture, 
excess heat that cause corrosion, 
rot, peeling paint. 








Easily installed in wood, metal 
and concrete without nails or 
screws — merely tap into drilled 
hole. Available in anodized alv- 
minum, chrome and copper in 7 
sizes from 1” - 6’. Ask your job- 
ber, or write: 


“LD” — SCREENED FOR 
INTERIOR AND PROTECTED 


EXTERIOR LOCATIONS. M | D G ET 
TOME ooo 
COMPANY 


6 WALL ST., NORWALK. CONN. ote a FREEM 
Want more facts? Circle 251, p. 145 y | 0 


Glass-Covered Wooden 


: | : DISPLAY CABINET 
PRODUCT case ivensions. Wy, $650 VALUE 
| 1642” x 1342” x 9” 
THE BIG SELLING FEATURE OF 1960! ~ 3 
9 ¢ Set your Micro-Tension Shears easily with a 


penny or dime so they fee! just right. They can 


be quickly adjusted to cut varying thicknesses 
cleanly and comfortably — no more loose, 
| sloppy blades. 


DELUXE KLEENCUT shears will mak for you b 
ACCEPTANCE and QUALITY et GE MARKUP ond MUCH FASTER TURNOVER 7 eee 
saies Teatures: 


PROVEN in Ory THREE YEARS 1. MADE BY MASTER CRAFTSMEN 


2, WORLD'S MOST BEAUTIFUL HIGH LUSTER NICKEL FINISH 
| 3. NATIONALLY ADVERTISED 
con” wade cee | 4. GOOD HOUSEKEEPING GUARANTEE 


Th a ae ee | 5. MANUFACTURED & GUARANTEED BY THE WORLD'S LARGEST 
a. ate, eee ae MANUFACTURER OF SCISSORS & SHEARS 


San ailedhies ais | Don’t miss out on this small space, High Profit deal. Order your 
all walls and hollow doors, | #1907 Cabinet from your jobber now! 


to keep your inventory low. | Here's What You Get! 
Are you in on the profits? | STRAIGHT TRIMMERS = Retail Ea. BARBER SHEARS Retail Ea. 
OTHER PRODUCTS for your | roe: S Fully Nickel ae $2.25 365 7¥2” Fully Nickel Plated....$1.98 


PROFIT:- Plated....$2.50 
113¢ @” Handles ......$1.49 SEWING & EMBROIDERY SCISSORS 
“DHD” Diamond Hammer Drive, 113¢ 7” Handles ......$1.69 (Fully Nickel Plated) 
Nail Type Anchors A thane Handles ......$1.79 348s ¥ Sharp Points 
i i " Sharp Points 
comaseneser te conth o ps tage pean con seine 134C 8” Fully Nickel Plated.....$2.50 348S 6” Sharp Points 
Diamond “Multi-Size” Wood Screw 135C 8” Enameled Handles ...$1.79 181 7¥2” Pinking Shear 


Anchors 
FOUR PAIRS OF EACH — FORTY-EIGHT PAIRS IN ALL! 
Diamond “SPRING” Toggle Bolts . 


DIAMOND “P” Lag Screw Ex- SELLING $9974 YOUR $5954 YOUR a o~ 






































, pension Shicide PRICE COST PROFIT 
WRITE FOR SAMPLE packed in  ““DI-FORGE” Percussion “Masonry 


impulse- buying NEW BLISTER PACK — Ey, a» E ACM E on EAR co MPANY 


Ask your Distributor. . Come - 











~ Fy 
DIAMOND EXPANSION BOLT CO., Inc. Garwood, N. J. The World's Largest Manu 
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DENATURED 


ALCOHOL 
SOLVENT 


a 


Cuts 


Its strong solvent power, 
mild odor, and uniformity 
make QUAKERSOL® a top 
performer that assures re- 
peat sales. Shellac properly 
thinned with QUAKERSOL 
results in films of high gloss 
and clear color . . . with ex- 
cellent drying properties for 
priming floors, furniture, 
linoleum, sports equipment. 


What’s more — because it’s 
factory-packaged in attrac- 
tive cans — this modern 


Handy pint 
can — also 
12 oz., 


and gallon 


NEM quart 


cans 


shellac thinner lets you say 
goodbye to spillage, evapora- 
tion losses, and excessive 
handling costs that go with 
old-style bulk solvents. 


Bring your customers this 
top quality product for new 
solvents profits. And when 
you order QUAKERSOL, 
remember that CSC also 
makes the water-free pro- 
prietary solvent QUIXOL® 
... the “handy helper” with 
so many uses. 


Display QUAKERSOL next to your cash register. Every time you ring 


up a shellac sale, remind your customer he'll need a thinner . . 


. and 


that QUAKERSOL gives superior results. Sell QUAKERSOL quality, 
convenient packaging . . . build extra sales and profits! 


COMMERCIAL SOLVENTS CORP., Chemical Specialties Department 
260 Madison Avenue, New York 16, N. Y. 





Firm Name 








Address 








City 


Please send free folder on [] QUAKERSOL and [] QUIXOL | 


State 





cu cummins Ghee Geen Gieeeee Gumus cums “tenn 


We are a [_] Retail Dealer [] Wholesale Distributor | 
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HARKER COLLINS 


Grote Elects Collins 
Sales Vice-President 


Harker Collins has been 
elected vice-president of 
sales and a director of Grote 
Mfg. Co., Madison, Ind. 

Mr. Collins has been vice- 
president of Vanette Ho- 
siery Mills, Dallas, since his 
election in 1955. 


Spring Social Events 
Set by Badger Group 


Dates have been set for 
1960 spring social events and 
a complete membership ros- 
ter is being prepared by the 
Badger Housewares Club. 

A dinner dance will be 
held April 26 at Cudworth 


_American Legion Post and 
| the annual Spring Golf Out- 
_ Ing June 14 at the Tuckaway 
_ Country Club, Milwaukee. 


Plans are under way to 


_ publish a membership roster 
_of the Badger Club. Send in- 


formation on affiliation and 
present address to club sec- 
retary, Howard Klug, Frank- 
furth Hardware Corp., Mil- 


 waukee. 


| Greer Hardware Wins 
Brand Names Award 
(Continued from page 203) 


All five dealers, families, 


_and business associates will 
be honored in a _ three-day 
celebration at 
leading up to the formal 
'awards May 6. 


New York, 


In all categories, there 
were 571 finalists judged for 
awards. A hardware dealer 
in another category, Farm 
Equipment Dealers, also won 
a Certificate of Distinction: 


Wade Hardware Co., Green- 
| wood, Miss. 


Entries for the Brand 
Names Award were judged 
primarily on each firm’s 1959 


brand advertising and pro- 
| motion, plus educating cus- 


News of the Trade 





tomers and personnel on the 
basic policy of featuring 
branded goods. 


Tying in with the Brand 
Names Awards will be Brand 
Names Week-1960 (May 1-8). 
This is a major dealer pro- 
motion, advertised in con- 
sumer magazines, newspap- 
ers, radio and TV. 

Dealers who are interested 
in joining the promotion may 
still order point of purchase 
materials from the Brand 
Names Foundation, 437 Fifth 
Ave., New York City 16. 


Kapstein Advances 
At National Key Co. 


John J. Kapstein has been 
elected vi e-president of the 
National Key Co. He will 
continue as sales manager of 
the firm’s Elnar division. 

Mr. Kapstein has been El- 
nar sales manager since 
1955. Previously he served 
with the firm’s Signa-Craft 
division. 


Janney, Semple, Hill 
Sets Dealer Meetings 


Six merchandising meet- 
ings, sponsored by Janney, 
Semple, Hill & Co., Hopkins, 
Minn., wholesaler, for S&Q 
hardware store owners are 
scheduled from April 19 to 
May 13. 

The first regional meeting 
is set for April 19-20 in 
Hopkins, Minn. Other meet- 
ings will take place April 26 
in Chicago at the Sheraton 
Hotel; May 9 in Portland, 
Ore., at the Old Heathman 
Hotel; May 11 in Denver at 
the Cosmopolitan Hotel, and 
May 13 in Kansas City, Mo., 
at the President Hotel. 

The newly-developed au- 
tomotive department will be 
displayed and reviewed at 
these meetings. Other lines 
that will be shown include 
drapery hardware, plastic 
glass substitute, Thorson 
tools and Janco appliances. 
A product knowledge clinic 
is scheduled and will cover 
the Janney Best Paint line. 


Cutlery Firm Expands 


Williams Cutlery, Inc., 
Seaman, Ohio, has acquired 
the Outdoor Chef Products 
division of the Adams Corp., 
Beloit, Wis. The newly-ac- 
quired division will make a 
more complete line of barbe- 
cue tools and accessories. 





DRAIN TRAY 
SPECIAL has 


¥@ Profits 
» pour Ra 


in... S§TORAGE BIN 
for display unit 





.when your stock is 
marked for sales with 
Listo, the one marking 
pencil that writes on any- 
thing you sell or service. 
(Including glass, rubber, 
plastic—even cello- 
phane.) No messy tape 
to unwind. No stub to 
toss away. Listo works 
mechanically. 





Refills in 6 flash-for-sales colors. 





Ask your wholesaler or write 
LISTO PENCIL CORPORATION, ALAMEDA, CALIF. 
Want more facts? Circle 255, p. 145 








A You'll want to stock up on this 


+ 1008 “out-in-front” merchandising unit for fast- 
DRAIN TRAY SPECIAL selling Lustro-Wore POLYETHYLENE Drain 
Includes 9 large L-125S poly» Trays. Best for value and GUARANTEED 
wr arc hes wd ae customer satisfaction. All with a plus profit of 
be labeled and prepriced, | $2.49 on the FREE storage bin. Lustro-Ware 
$1.98 also has other sales specials and 200 profit- 


3 standard size trays pre- making housewares staples. 


pricedtoretailat © $169 = COLUMBUS PLASTIC PROD., INC., Columbus, Ohio 


Packed as ill. in FREE 8-705 Sales offices in principal cities 
polyethylene Storage Bin. 
retail value $2.49 


Total RETAIL. . $25.38 Fr In-Ufanoe 


Dealer COST .. 13.75 
Total PROFIT .. 11.64 


2-IN-1-PACK! 


FLEX-FOLD PADS 


16 pads. You can split package — make more sales. 


1 POUND TUBES @ SPOOL WOOL 
FLOOR PADS @ HANDI-KITS 

SCOUR PADS @ SOAP-FILLED PADS 
Not sold direct. Order through your Wholesaler. 




















ee 
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: Why Red Jacket 
@ Pumps 
are easy to sell... at a Profit 


Built-in Check Valve holds 
prime and saves fittings. 


Stainless Steel Six-Spline 
Shaft assures positive drive 
and even. distribution of 
torque. Spline shaft won't 
ela-1e) @eelti mola -> Sige Millia aun 
peller hub. 
Precision-machined all-brass 
Ti) Saemolemelisti oe meme! 
models (except on the 7 
GPM Series where a Super 
Dylan diffuser insert is used 
with a brass cup) assure 
constant high efficiency. 
All-brass pump shell and 
cable guard, together with 
Tiel (tM }i-1-1 Maelo] (-mmeltlelge 
Sigel eS Mmelsle Mile) (elm iil-1| Mm ela 
vent corrosion between pump 
unit and well casing. 

Rigid cast pump base pre- 
vents misalignment that 
causes early pump failure. 


Shrink-fitted stainless steel 
coupling eliminates trouble- 
some set screw. Assures pos- 
itive drive, yet allows easy 
assembly and disassembly 
of pump and motor. 


Quality features like these make Red 
Jacket “‘SSubmerga’”’ Pumps easy to 
sell. These same features reduce cost- 
ly service calls and make every pump 
installation a profitable one. 
Red Jacket “Submerga’”’ Pumps 
are available in sizes with the proper 
motor horsepower to meet any ca-_ 
pacity or pumping depth require- Py; 
ment of home or farm. | a 
For complete details call your ai 
Red Jacket distributor today! 
SELL RED JACKET—IT BUILDS YOUR BUSINESS 
Complete line includes: Jet Pump Water 
Systems (Shallow Well and Convertible 
Shallow and Deep Well), Reciprocating 
Pumps (Shallow and Deep Well), Sump 
Pumps, Centrifugal Pumps, Hand and 


Windmill Pumps, Water System Acces- 
sories, and Water Conditioners. 


RED JACKET 
ee, Bek Vom meh ak. ft ca od om 
Davenport, lowa 
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News of the Trade 


Wittmeier Heads Alabama Association 


Officers elected at the annual convention of the Alabama Retail 
Hardware Assn. in Birmingham, Feb. 21-23 are, left to right: William 
Wittmeier, Wittmeier Hardware Co., Oneonta, president; A. B. 
Hill, Birmingham, managing director; Clarence M. White, Jackson 
Hardware Co., Jackson, first vice-president; B. Y. Williams, Williams 
Hardware Co., Birmingham, new director; and George F. Bailey, Sr., 
Parker-Sledge Hardware Co., Montgomery, second vice-president. 
Not shown are A. B. Carroll, Carroll Hardware, Ozark, new director: 
and holdover directors, W. H. Aycock Jr., U. G. White Hardware 
Co., Athens; Otis Benson, Benson Hardware Co., Birmingham; C. K. 
Cooke, Cooke Hardware Co., Cantonment, Fla., George Limbaugh, 
Limbaugh Hardware Co., Childersburg; D. W. Moody, D. W. Moody 
Hardware Co., Montgomery; L. D. Owen Jr., Builders Hardware Co., 
Bay Minette; Josh Dobbs, Dobbs Hardware & Furniture Co., Haley- 
ville; Harry Sherer, S & W Hardware, Jasper; J. P. Phillips, Phillips 
Bros. Hardware, Roanoke; and W. F. Woolridge, Springhill Hard- 
ware, Mobile. 





New England Assn. Elects W. Malcolm Lunt 


W. Malcolm Lunt, Lunt & Kelly, Inc., Newburyport, Mass., was elected 
president of the New England Hardware Dealers Assn. at its annual 
convention in Boston, Feb. 20-22. Austin A. Ley, Flynn Hardware Co., 
Inc., Attleboro, Mass., was elected first vice-president. Cecil L. 
Goodheart, A. L. Goodheart Co., Brandon, Vt., was elected clerk, 
and Chester G. Putney, Reading, Mass., exectuive secretary. New 
directors are Anthony Pinehero, Hope Hardware Co., Bristol, R. I., 
and Robert Sims, House & Garden Shop, Osterville, Mass. Holdover 
directors are J. Franklin Goddard, Laconia Hardware, Laconia, 
N. H,; Eugene Mutti, Foster Farrar Co., Northhampton, Mass.; 
Albert Rosen, Rosen's Hardware, East Deadham, Mass.; Otto Wesson, 
Otto Wesson Hardware, Winthrop, Me.; Lawrence W. Lyford, 
Thompson-Lyford Hardware, Brewer, Me.; Mario Infanti, The County 
Store, Milford, N. H.; Kermit C. Whitehill, Whitehill Hardware Co., 
Bellows Falls, Vt.; Donald White, White Hardware Co., Framingham, 
Mass. Shown here, left to right, are: Mr. Goodheart; Mr. Ley; 
President Lunt; and Mr. Putney. 








PRE-SOLD TO MILLIONS 
OF YOUR CUSTOMERS IN 
LEADING NATIONAL MAGAZINES! 


READY-TO-USE 


CEMENT MIXES | f= 


YN-GUMMING © WEATHER»: 





EACH BAG INDIVIDUALLY MIXED with the finest | 1 

ingredients. | ay ron AD 6 hee 
EXCLUSIVE FORMULA assures concrete or mortar 3 
even stronger, smoother and easier-to-work 

than ordinary concrete or mortar. 

MULTI-WALL, DUST-TITE, MOISTURE-PROOF 
BAGS keep SAKRETE ready to use indefinitely. ly h f Ca t| | 7 
CONSISTENT HIGH QUALITY, excellent results 


bring customers back for more. 4 Com p Ol nd 


POINT-OF-PURCHASE AIDS to help sell more : 
with 


Ze 
-_—- 
+. 
a 
mg 
= | 
TE... 
aNODITIS Hum 


GNNOdWOD ONILV>INEN1 
caypongm SIGAIS-1IS 





SAKRETE, more related items. 


SOLD EXCLUSIVELY THROUGH LUMBER, BUILDING SILICONE 
MATERIAL AND HARDWARE DEALERS! 


| | PREVENTS 
INSIST ON GENUINE FREEZING, STICKING 


ELIMINATES SQUEAKS 


7? OLNYVY 4O4 


Aaid 
ih 2 hal 
nagene 


ONIZ 1444 
tjuc 


ONINOILS 
oni NV ANOS 


jWOH 


| 


EFFECTIVE FROM 





IN THE BAG WITH THE YELLOW DIAMOND 


ERs Eee eeas sense na I | it 
he 300 | F210 © 608 Fi) T " 5 
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THE MIRACLE LUBRICANT 
NEY iN’ ae FOR SILENT HOMES AND AUTOS 


Key Reel 


4 Want his, CARD | No other type of lubricant has the STAYING 


. zz 
| POWER of new SIL-GLYDE lubricating com- 
“rs, a ) MAKES EASY MONEY —_ pound with Silicone. Spray or squeeze—SIL- 
ae wt Ga youn bay | 7 OR = F GLYDE leaves a super strength, Silicone-for- 
F : L- {OS tified film on rubber, metal, wood and plastics 
YOU! > Jaa 4. that really lasts. Works at 20°F below zero or 





400°F above. Lubricates Metal and Wood Win- 
dow and Screen Channels, Casement Windows, 
| Drawer Guides, Sliding Doors and Screens, 
| i Garage Door Rollers, Bicycle Chains, etc. 
KEY-BAK Key Reel is HIGHLY ADVER- 4 Silences and freeze-proofs car weather strip- 
bin pkg hae) am SS | ping, window channels, fan belts, etc. Plus 
» OW. RETAIL 
KEY-BAK advertising is seen by over pa | many more home and auto applications. 
5,000,000 people EACH MONTH. You f } $995 | SELL IT 2 WAYS. 
make money from KEY-BAK advertis- APG Va | 1 
ing when you prominently display the Ae * Bm ORDER IT sage , ie Bog 1 Be ong — 
famous self-selling KEY-BAK Counter Nt Beagee NOW! ge 6-0 splay -—— Svc 
Display Card in your store. We'll tell gaaiummmeeus | each; or 6-ounce aerosol in attractive 
them . . . then, you sell them! Get gy evi | display box of 12—$1.49 each. 
KEY-BAK now from your jobber Of 4% tame | See your supplier or write for details. 
or write direct. 
OVER TWO MILLION 
o ! 
K sg re 7 ss highly-polished ch finish. It AGs ee ee 
ey-Bak is pocket-watch size, highly-polished chrome finish. It’s 
worn on the belt by millions of men who carry keys. Swedish clock STICK pinsiasileaanins 
spring reels in the 24” long STAINLESS STEEL chain; keeps keys MUSKEGON, MICHIGAN 
always safe and handy at wearer's side. LIFETIME GUARANTEE 3 
eck oF Waatiecion’ Tos of Mibenteni Manutacturers of these other “Standards of the Industry” 


| LOCK-EASER 
LUMMIS MFG. COMPANY CTL COMPANY ®  BDOOR-EASE® j§$ AMERICAN RU-CLYDE® 
2242 E. Foothill Bivd An MTT  ~—s heck Fluid lubricant on Lubricant 
mete -loaler Calif ", eltiite fi Onsit : ex pages 2 
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Do floor nails 
rip into your 


Holt demountable 
drum cushion keeps 
rental sander 
always working 


For rugged 

rental trade. 

Only Holt Streamliner 8 
Floor Sander 

exhausts dust thru 
removable handle. 


When you rent Holt sanders you have the profitable advantage of 
patented demountable drum cushion that you can replace on the 
job or in your store in a matter of 5 minutes. All you have to do 
when the inevitable damage to cushion occurs, is loosen one nut, 
take off the old cushion, slip on the new one —and you're in 
business again. You don’t even remove the drum—just the cushion 
itself comes off. Thus there’s no lost rental while waiting a num- 
ber of days for an exchange drum from the factory, or for a re- 
paired cushion to “set”...no need to tie up capital in spare drums. 


To remove cushion, 
loosen this nut. 


Slip off old, slip 


lL—— on new cushion. 


Another exclusive advantage for you is the streamlined design 
of the Holt rental sander. For example, there’s no separate pipe 
for dust exhaust. Dust is carried up thru the handle pipe into the 
dust bag, leaving the machine free of gadgets that catch and 
break. It’s easy to put into and take out of private automobiles. 
For full details, mail coupon NOW. 


iy 


669 - 20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


26 


MANUFACTURING CO. 


BETTER FLOOR “MACHINES 
FOR MORE THAN 30 YEARS 





HOLT MFG. CO., Dept. P-4 
669-20th St., Oakland 12, Calif., or 272 Badger Ave., Newark 8, N. J. 


Please send me folders describing Holt rental machines. 


NAME POSITION 








_ National Service Program of 
|Crosman Arms, 








News of the Trade 


PASHA Elects Fenstermacher President 


| H. R. Fenstermacher, Hadesty Hardware Co., Tamaqua, Pa., was 
| elected president of the Pennsylvania and Atlantic Seaboard Hard- 


ware Association at its annual convention, Feb. 15-17. Cecil B. 
Bergman, E. H. Bergman & Sons, Blairville, Pa., was elected first 
vice-president and W. C. Martin, Martin Hardware Co., Bethlehem, 
Pa., second vice-president. Officers and directors are, left to right: 
President Fenstermacher; Mr. Bergman; Mr. Martin; Harry Palmer, 
Palmer Bros. Co., River Edge, N. J.; William Horney, Jr., Horney 
Hardware Co., Baltimore, Md.; Henry K. Bowman, Henry K. Bowman 
Hardware, Camp Hill, Pa., newly-elected members of exective board. 


| Alphonso Humes, J. H. Humes & Son, Milford, Pa., retiring president 


on advisory board; Clyde H. Kauffman, Kauffman Hardware, New 
Holland, Pa.; Claude G. Avery, Avery Hardware Co., Springfield, 


| Pa.; George W. Eddy, Eddy Hardware Co., Frenchtown, N. J.; and 
Cecil G. Wilson, Wilson Hardware Co., Braddock, Pa., re-elected 


members of advisory board. Not shown are Robert Pendleton, 
J. R. Pendelton & Son, Wheaton, Md., executive committee member 
and J. Wayne Tisdale, Harrisburg, managing director and secretary- 
treasurer. 





vice-president; Everett Short, 
Walthour & Hood Co., At- 
lanta, secretary; Karl Scai- 
son, Progressive Cycle Co., 
New York, treasurer; and 
John Auerbach, New York, 
secretary. 


G. J. Green Appointed 
To New Crosman Post 


Gerald J. Green has been 
appointed manager of the 
newly-created Crosman-Hahn 


Fairport, 
N.Y. 

Mr. Green, formerly with 
Crosman’s sales section, will 
coordinate all national ser- 
vice operations and activi- 
ties. He will be assisted by 
Richard Verstringhe, super- 
visor of in-factory service. 


Fireplace Equipment 
Group Elects Stone 


R. B. Stone of Peerless 
Mfg. Div., Dover Corp., was 
elected president of the re- 
cently - formed Institute of 
Fireplace Equipment Mfrs. 
‘ R H. S. Allen of Puritan 
Bicycle Institute Fireplace Furnishings, Inc. 
Elects Huffman, Jr. was elected vice-president 

Horace M. Huffman, Jr. and E. J. Fackler of Strat- 
was elected president of the ©" & Terstegge Co. is now 
Bicycle Institute of America %°¢Tetary-treasurer, William 
at its 42nd annual conven- ©- Smith of Smith, Bucklin 
tion Jan. 18-22 in & Associates, Inc. is the 
Raton, Fla. executive director. 

Mr. Huffman, president of 
the Huffman Mfg. Co., Day- 
ton, succeeds N. R. Clarke 


Boca 





FIRM 





ADDRESS. 





aan 
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who served as president for 
the past three years. 

Other officers of the Bi- 
cycle Institute elected at the 
convention include: Robert 
C. Hines, Western Auto Sup- 
ply Co., Kansas City, Mo., 
first vice-president; Russell 
S. Johnson, Bendix Aviation 
Corp., Elmira, N. Y., second 


GE Appoints Davis 


Gomer F. Davis has been 
appointed marketing man- 
ager of the miniature lamp 
department of General Elec- 
tric Co., Cleveland. He 
joined the company in 1939 
and has served as sales man- 
ager of the miniature lamp 
department since 1955. 





VINYL and ALUMINUM 
WEATHERSTRIP for 
DOORS and WINDOWS 


Be prepared for BIG PROFITS with this 


new combination vinyl and aluminum 


weatherstripping for windows and | 

doors. Double tubing vinyl can be re- | 0 
versed when worn without removing | UMCANM 

permanent aluminum casing. Eliminates | 


drafts and dirt— easily installed— | 
just cut to size and nail in place. Now 


available in individual sets for doors | PRODUCTS 


and windows. 


Vnior ict odvewnt| MEAN ACTION! 
ee 














Door set for top and sides includes 
nails and sweep bar for bottom. 


Smartly designed with a resilient vinyl tubing thot octually 
hugs the bottom of a door. Vinyl tube has two sides; when 
one side becomes worn . . . reverse it. Girder construction 
gives maximum flood bearing capability and is easy to 
sweep over as there are no shorp edges to trap dirt or 
trip on. Individually pockaged in all popular lengths, 
complete with screws and instructions for installing. 








WRITE OR PHONE FOR PRICE LIST 
WEATHERSTRIP & CALKING CORP. Phone 
2050 W. 59th St., Chicago 36, Ill. PRospect 8-5000 
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STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS 





ie 


STICKLEBACK ROUTER 


Tue Duncan Hines name creates 
more than consumer recognition 
—it creates ACTION. Millions of 
people have been guided by Dun- 


can Hines for more than a quarter 





— WE W BUBBLE-PACK See 


4 “he Easy Sale Every Time” @) $1.60 


Ask Your Jobber. Or Write 
| | THLY a TEC IMPORTS 
15001-03 Califa 
Van Nuys, California 


STICKLEBACK SELLS—SELF SERVICE—STICKLEBACK SELLS ct | ognize thousands of brand names, 
Lanne, 31 tmore facts? Circle 264, p. 145 but among them all, only the Dun- 
can Hines name goes one step fur- 
ther. Your customers are " pre- 
conditioned” to ACTION when 
they see the Duncan Hines brand. 








of a century. To them it has meant, 
stop and dine: stop and stay; 
STOP and BUY. 


Americans have learned to rec- 








i= SELLS—SELF SERVICE—STICKLEBACK SELLS 
ST13S NOVEIINOUS—IOIAUIS 413S—STI9S AOVEITNOUS 





OVER-THE-DOOR 
GARMENT HANGERS 




















i as Ve ) ” ao ii 
BETTER HOUSEHOLD ‘ y 
ge SINCE 1872 (haus ~ Fk Did, fm: 
E H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
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PROMOTIONAL ITEMS FOR 
E 
from DALTON! 


SPRING SALES 
DALTON 


Fully Mechanical 
SAWHORSE 
, LEGS 


Two sizes — 24” 
and 30” heights. 
» all-steel. 


MODEL No. D&8 24" High 
Legs. Pr. 


te Ww 
7°*' POWER SA $4.90 
reverts 1% H.P. <7 ae he vette, , 30"' High 


; ts up to 2-7 
Combination blade. Rip guide Legs. Pr. 
$5.80 


95! SPEE-DEE type 


GARDEN HOSE HANGER 

@® Knocked a ty ; 
packaged. * Com saves 

| warehouse space om Holds 100 
ft. of hose. ° Mounts on wall. 
New— 


withstands load of 1500 





Now! 4 nail holes on top 
double the holding power, 
prevent separation of bracket} 
from rail. 


> 





mel finish. 

to assemble — bolts | 

and nuts included. 7 
SAWHORSE « Retails 79¢. : 
BRACKET 


4 Slightly higher 
on West Coast. 


Your Jobber Stocks or Can Get for You! 


DALTON MFG. CO. <2S:Seu" 


Exclusive Flanged Nail Holes 
for quick, easy disassembling. 
Takes dressed or common 2x4s. 
Display package. 





News of the Trade 








Howard Boltz Heads West Virginia Dealers 


Howard W. Boltz Jr., Boltz's Hardware, Inc., Martinsburg, was elected 
president of the West Virginia Hardware Association at its annual 
convention in Parkersburg, Feb. 21-23. W. H. Rhodes, Home Hard- 
ware and Supply Co., Bridgeport, was elected first vice-president 
and James E. Bradford, Chancellor Hardware, Parkersburg, second 
vice-president. Officers and directors seated, left to right, are: 
President Boltz; Mr. Rhodes; Mr. Bradford; Robert O. Conant, Ralph 
Triplett Hardware & Furniture, Sistersville, retiring president; and 
Leonard Holdren, Parkersburg, managing director. Standing, left 
to right, are directors: Anthony J. Romano, Central Hardware, Fair- 
mont; George Zipf, Zipf Hardware, St. Marys; H. A. Carmichael, 
Cameron Hardware, Cameron; K. O. Phillips, A. G. Shannon Hard- 
ware, Buckhannon; Dan Love, C. M. Love & Co., Huntington, a 
director of National Retail Hardware Assn.; and James B. Heflin, 


Drane Hardware, West Union. 
Hardware; Gassaway, director. 


Not shown is Ben Byrne, 


Byrne's 











a 


St. Lovis 5, Mo. 
Want more facts? Circle 267, p. 145 





Send us, via Parcel Post, the initial stock and 
display unit of DUN-MOR rural mail box nameplates, con- 
sisting of: 

25 Doz. Letters, 6 each Q-X-Z-&; 
I a a , 
RS era BRE SRE ; 
3 Doz. Blank Spacers ................ Se 
1 Doz. Nameplate Raceway Brackets..........1.50 
1 No. 1 Aluminum Rural Mail Box Special Price 
1 Sample Nameplate, Mounted Complete 
12 Letters, 1 Period 


2 Stock Retaining Trays—No Charge— 
Terms 2/10 net 30 F.O.B. Akron 


SHIP TO: 





ADDRESS: 





CITY: 





ZONE: —___ STATE: 


OBER, Bow .e. Be ben. 2: a he on oe 


48N. VALLEY ST. + AKRON, 


OHIO 
SS 


Want more facts? Circle 268, p. 145 





214 © HARDWARE AGE, April 7, 1960 








Hardwaremen Dominated 
1960 Housewares Show 


The final figures are in on 
the 32nd National House- 
wares Show which closed Jan. 
15 at Chicago’s Navy Pier. 
It was a record breaker, with 
more than 12,300 buyers in 
attendance. And hardware- 
men dominated the attend- 
ance. 


Of 15 retail categories and 
12 wholesale categories, more 
than 3300 registered buyers 
were hardware dealers and 
wholesalers. This amounts to 
more than 27 percent of the 
total registration. 


Overall show attendance 
has increased by 5200 in the 
decade of the 1950’s. The 
number of exhibitors has had 
a comparable increase, from 
470 in 1951 to 735 in 1960. 

“Hundreds of manufactur- 
ers were turned down this 
year for lack of exhibit 
space,” according to Dolph 
Zapfel, secretary of the Na- 
tional Housewares Manufac- 
turers Assn. 


Stanley Names Walton 


Thomas R. Walton has 
been appointed southern 
sales manager for Stanley- 
Judd, Wallingford, Conn., a 
division of Stanley Works. 
Mr. Walton will headquarter 
in the new Stanley offices in 


Atlanta. He has been with 
Stanley since 1956 and most 
recently covered the Georgia- 
Florida territory. 


Xcelite Names Manager 
Of Distributor Sales 


Arlie J. Holmes has been 
appointed distributor sales 
manager of Xcelite, Inc., Or- 
chard Park, N. Y. 

Mr. Holmes has been as- 
sistant sales manager since 
1958, a year after he joined 
the company. 


Salesmen's New Title 


Robeson Cutlery Co., 
Perry, N. Y., manufacturer, 
has a new title for its sales- 
men. They’re called Profit 
Consultants. That is the title 
on the salesmen’s business 
cards. 


Sand's Level Moves 


The complete line of Sand’s 
levels and hand tools is now 
being manufactured at the 
Wichita, Kan., plant of 
Sand’s Level and Tool Div., 
Harmon Machine Co., Inc. 
All production facilities have 
been moved from the Sand’s 
plant in Clinton, Ind. Sand’s 
Level and Tool Co. was pur- 
chased by Harmon last May. 








38AS14 extruded 38A14 Track for 38AM14 Track for 38AM314 Triple 
aluminum track %4”by-passing glass %4”  by-passing track for %” by- 
with fibre inserts doors with fibre in- glass doors, Press passing doors. Press 
for '4” by-passing serts. In 4, 5. 6 fits into %” saw fits into %” saw 
doors. In 4, 5, 6 and 12-ft. lengths. kerf. In 4, 5, 6 kerf. In 4 5, 6 
and 12-ft. lengths. and 12-ft. lengths. and 12-ft. lengths. 


fe? 


ig PVE. 





200 Upper T-Guide 48A14 Upper guide 48AM14 Upper 48A314 Triple up- 
of extruded alum- for %4” by-passing guide for if" by- guide for %4” 
inum. For doors of glass doors. In 6, passing doors. Press by - passing doors. 

any thickness. In 5, 6 and 12-ft. fits into %” saw Provides own fascia. ATTRACTIVE 
4, 5, 6 and 12-ft. lengths. kerf. In 4, 5, Gand In 4, 5, 6 and 12- DEALER DISPLAYS 
lengths. 12-ft. lengths. ft. lengths. | AVAILABLE 


Track and Guides 
for 4" Sliding 
: Glass Doors 


E-Z Clide Tracks are of Extruded Aluminum with self-lubricating, 
machined and vulcanized fibre inserts of great hardness, low 
coefficient of friction and great tensile strength to resist wear, 
corrosion and rust. 

@ Installation is quick,easy @ Silent, fingertip operation = 
@ Wide variety of mountings @ Mill or Anodized finish a yy Be ’ - 
FREE 20-PACE CATALOG UPON REQUEST a _ a 2 ‘is Z “4 4 STANDARD design 
* | y Cylinder Entrance Lockset 
oe q 


THE ENGINEERED PRODUCTS CO ES) MA t<-1 iim Acai 


P.O. BOX 118 - FLINT, MICH. - PH. CEdar 9-8689 
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Champion SPRINALERS 


LIST PRICE 


ANTI-SYPHON CHECK VALVE 


Full water-way.No restriction, 34"" pipe 


UNION VALVE (Non-Union $2.60) 


Swivel seat for long life, %4"’ pipe $3 





POP-UP SPRINKLER HEAD 


Pops up 1'%2” above grass 


LOE REGULAR SPRINKLER HEAD 


Fully adjustable, solid brass 20 


$1400 








=a HOSE TO PIPE FITTINGS 


Various sizes available 


30 





HOSE Y 68 Screen & nee BC » 


Ideal for Siamese connections ener Lean Entrance Set —Cylinale 





OUR PRODUCTS MANUFACTURED FROM HIGH QUALITY, BRASS, 
GUARANTEED AGAINST DEFECTIVE WORKMANSHIP \ 
PRODUCTS SOLD THROUGH YOUR LOCAL JOBBER ONLY Alt 0 NAL HA R UWA R E 


CHAMPION BRASS MFG. CO. NEW YORK: Crone Pork 16 © 
1460 NAUD ST. © LOS ANGELES 12, CALIF. © CApitol 1-2108 
Want more facts? Circle 270, p. 145 Want more facts? Circle 271, ¢. 145 
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Seven Stores Join 
Whitlock PRO Chain 


Seven more stores have 
joined the voluntary chain 
of the Whitlock Corp., Yon- 
kers, N. Y. wholesaler. These 
additions increase the PRO 
stores in New York, New 
Jersey and Connecticut to 28. 

Whitlock has set a goal of 
remodeling 20 stores in 1960. 

The first meeting of the 
recently-organized dealer ad- 
visory board was held by 
Whitlock Feb. 8. 


Penna. Wholesalers 


Discuss Dealer Shows 
(Continued from page 202) 
extensive discussion on deal- 
er shows. Points for and 
against individual shows 
were considered, and the dis- 
cussion is expected to be con- 
tinued at future meetings. 
The catalog service offered 
by North American Press 
was explained by K. C. Wing, 
manager of the catalog ser- 
vice division. Mr. Wing out- 


lined steps taken in the 
formation of the service by 
catalog committees of the 
National and the Southern 
associations. 


“The catalog service divi- 
sion is not intended to build 
a complete catalog,” Mr. 
Wing told the meeting, “only 
to furnish a means of keep- 
ing your present catalog cur- 
rent. 


“The catalog service divi- 
sion program was organized 
by your associations and 
they have entrusted us with 
the important task of seeing 
that it operates.” 

The association held its an- 
nual dinner meeting on 
March 10. The speaker was 
Dr. Raymond Kistler, presi- 
dent, Beaver College, Jenkin- 
town, Pa. The business meet- 
ing was held March 11. 

The association’s annual 
shad dinner meeting: will be 
held May 6 at the’ Lebanon 
Country Club, Lebanon, Pa. 

Officers re-elected are: 

President, Iyon_ Rohrer, 





News of the Trade 


Schindel, Rohrer & Co., 
Hagerstown, Md. 


First vice-president, John 
Wolfertz, C. F. Wolfertz & 
Co., Allentown, Pa. 


Second vice-president, 
Christian Herr, Herr & Co., 
Lancaster, Pa. 


Secretary-treasurer, James 
G. Krause, Geo. Krause 
Hardware Co., Lebanon, Pa. 


Wimberly & Thomas Co. 
Elects Vice-Presidents 
(Continued from page 203) 


urer and has also been elect- 
ed to the board of directors. 
Mr. Slay joined the firm in 
1946. He was office manager, 
comptroller, and in 1954 was 
elected secretary-treasurer. 
He has been active in office 
management and credit as- 
sociations. 

Ola E. Fee is vice-presi- 
dent. Mr. Fee joined the 
firm in 1956 as director of 
purchases. Mr. Fee had been 
president and treasurer of 


Montgomery & Crawford 
Hardware Co., Spartanburg, 
S. C. Previously he was vice- 
president of the Masten- 
Wright Corp., a firm of ex- 
port managers. 


Boston Woven Appoints 
Donald B. White has been 


appointed electrical tape 
product manager of the Bos- 
ton Woven Hose & Rubber 
Div. American Biltrite Rub- 
ber Co., Boston. Mr. White, 
with the company for the 
past seven years, was assis- 
tant sales manager of the 
garden hose department. He 
succeeds Gerald P. McManus, 
who resigned. 


Airex Moves Offices 


Airex Corp. has moved its 
offices and showroom to 15 
E. 26th St., New York, head- 
quarters of its parent com- 
pany, Lionel Corp. Airex 
Corp. was located at 411 
Fourth Ave., New York. 





Put this hard-hitting display to work for you 








Selling Unconditionally Guaranteed QUICK WEDGE 


SCREW-HOLDING screwdrivers 


Nationally Advertised in 8 National Magazines 
ORDER TODAY — We'll Invoice Your Jobber 


KEDMAN CO., 233 So. 5th West, Salt Lake City, Utah 
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Write for Free 
Mbiciaehitia= 


> , — / 


ALWAYS SELL GENUINE 


Se MOILY 5°: 


SCREW ANCHORS and JACK NUTS 


Te. ; 
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ete CORP. 


Reading, Pa. 











300-400 W. Sedgley Ave., 


pECORA 


TUB SEALER 


PECORA, 


Phila. 40, Pa. 


TtuR = 
a mates 
Oey — 


INC. 


¢ Garland, Texas 


USE PECORA’s P.P.P. 


Homeowners 


FOR SALES ZOOM! 


love this easy-to-apply 


tub sealer that stays so brilliant white. 
It’s one of Pecora’s P.P.P.* (Perfect Profit Pair). They 
ask for it by name and recommend it too! 


Want more facts? Circle 274, p. 145 
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205 & 
GRAPHITE 


THE DRY LUBRICANT 
WITH 1000 USES 


205 Graphite has never been 

improved on for forming a protective, 
lubricating, low friction film impervious 
to heat, cold and moisture. Penetrates 
smallest cracks ... wearsin.. . not out! 


Case lots of 1 and 5 pound packages; 
25 pound drums. Prices and 


BUILDERS’ 




















ea 





HARDWARE 
SPECIALTIES 


DOOR CLOSERS 

with a 5 year guorantee 
CONTINUOUS (PIANO) HINGES 
Full range of sizes in all metals and 
finishes. 

DOOR AND CABINET BUTTS 
All sizes, metals and finishes for 
Every Need. 


p SCREEN (FOLDING) HINGES 


For 4%", %e”, 1”, 1Ve” and 1%” wood. 

BOOKCASE STANDARD 

Pilaster Adjustable Type. Write for circulars. 

SPRING HINGES 

Single and Double Acting for installation with or without 
Hanging Strips. 

HALF-SURFACE DOOR BUTTS 

Piain, Ball Bearing and Spring 


H DOOR STOPS AND HOLDERS 


information on request. Ask your Pe tly tage Nae A 


wholesaler or write us today. 
Wholesalers’ inquiries invited. 


Write for Catalog on Business Stationery 





Szram 6S. PARKER HARDWARE MFG. CORP. 
THE UNITED STATES GRAPHITE COMPANY Quality Hardware Since 1900 


27 LUDLOW STREET - Phone WAlker 5-6300 - NEW YORK 2, N.Y 
DIVISION OF THE WICKES CORPORATION, SAGINAW 9, MICHIGAN 


Want more facts? Circle 275, p. 145 Want more facts? Circle 276, p. 145 








ine Level 
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mo PAINTERS DROP CLOTHS 


_ DC 


COTTON 




















DurHam, Nortu CaArouina 
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BOOM SALES WITH PECORA’s P.P.D. { 


Customers reach for this product—one of 

Pecora’s P.P.P.* (Perfect Profit Pair) . . . 

because they've liked and demanded it through the years. 
It's rated the top calking by homeowners everywhere. 














PECORA, inc. 


300-400 W. Sedgley Ave., Phila. 40, Pa. *Garland, Tex. 
Want more facts? Circle 274, p. 145 
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Fritz Is Chairman of 
Packaging Committee 


Richard Fritz, McKinney 
Manufacturing Co., Pitts- 
burgh, is chairman this year 
of the Hardware Industry 
Packaging Committee. He 
was vice-chairman. 

Robert Drews, Black & 
Decker Mfg. Co., Towson, 
Md., former secretary, is the 
new vice-chairman. 

N. A. Pettit, Campbell 
Chain Co., York, Pa., is sec- 
retary. 


Sheet Metal Group 
Rounds Out Program 


The National Assn. of 
Sheet Metal Distributors has 
rounded out the _ speakers’ 
program for its 50th Spring 
meeting to be held in Colum- 
bus, Ohio, on April 21-22 
(see HA Mar. 24, p. 182). 

Melvin E. Tharp, advertis- 
ing director for the Colum- 
bus Citizen-Journal, will 


OBITU 


H. L. Gilliam 


H. L. “Flick” Gilliam died 
March 25 in St. Luke’s Hos- 
pital in New York City. Mr. 
Gilliam joined Wood Shovel 
& Tool Co. in 1920 as district 


4 
H. L. GILLIAM 


sales manager, covering the 
East Coast, with headquar- 
ters in New York. In recent 
years he handled some spe- 
cial accounts and also export 
sales. Mr. Gilliam was the 
first and only secretary and 
treasurer of the Eastern 
Hardware Golf Assn. which 
was organized at an Atlantic 
City wholesalers’ convention 
and held its first tournament 
25 years ago in New Britain, 
Conn. He organized the 
method of play, and arranged 
the flights. 


sIOws 


speak on “My Half Dozen 
Rules for Improving Your 
Advertising.” 

Prof. Robert Bartels of 
Ohio State University’s Dept. 
of Business Organization 
will speak on “Challenges to 
Credit Selling.” 

Mr. Tharp and Professor 
Bartels will speak on Thurs- 
day afternoon, April 21. 

A reception and informal 
dinner will be held at the 
Deshler Hilton on Thursday 
at 6:30 p.m. Dinner starts at 
7:30. 


Eska Buys Bros Plows 


Eska Co., Inc., Dubuque, 
Iowa, has purchased the 
snow plow division of Bros, 
Inc., Minneapolis, Minn. All 
tooling and inventories have 
been moved to Dubuque and 
production of new units will 
begin August 1. The 20-in. 
and 26-in. Sno-Flyr, self- 
propelled rotary snow plows 
were involved in the sale. 





ARIES 


Wilhelm L. Bruhn 


Wilhelm L. Bruhn, 59, 
president and director of 
Valspar Corp., Ardmore, Pa., 
died in Philadelphia March 
16. Mr. Bruhn first joined 
Valspar 30 years ago as as- 
sistant to the trade sales 
manager. Four years later 
he became western trade 
sales manager. He left this 
position for six years to be- 
come an independent Valspar 
distributor. Mr. Bruhn was 
elected president and director 
of Valspar last fall. 


James Harvey Akers 


James Harvey Akers, 84, 
retired hardware store 
owner, died Mar. 9 in a 
Broken Arrow, Okla., hospi- 
tal. He retired five years 
ago. 


Clarence W. Smith 


Clarence W. Smith, 64, 
Tacoma, Wash., hardware 
dealer, died Mar. 12 at his 
home. He was co-owner of 
Smith’s Hardware Co. for 
the past 15 years. 


Huber N. Stone 


Huber N. Stone, 64, for- 
mer Harrison Valley, N. Y. 
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of the Trade 
Ed Hank President of Kentacky Dealers 





The Kentucky Retail Hardware Assn. elected Ed Hank, Livingston 
County Hardware, Smithland, president, at its annual convention in 
Louisville, Feb. 14-16. Officers and directors are, seated left to right: 
Robert Moneypenny, Moneypenny Hardware, Louisville, second vice- 
president; Mr. Hank; Jim Hardy, Henderson & Hardy, Inc., Shep- 
herdsville, first vice-president. Standing, left to right: Frank W. 
Sower, Frankfort,; A. J. Wimberg, A. J. Wimberg Hardware, Louis- 
ville, advisory board; Chastain C. Johnson, Correll & Johnson Hard- 
ware, Monticello, holdover director; and Edward H. Keiley, Louisville, 


executive secretary-treasurer. 


Officers not shown in photo are: 


A. W. Campbell, A. W. Campbell Hardware, Maysville, new director; 
Allen Conrad, Conrad Hardware, Falmouth, holdover director; and 
M. A. Hill, American Hardware, Bowling Green, advisory board. 





hardware dealer, died Feb. 
8 in Phoenix, Ariz. Veterans 
Hospital. He had been in the 
hardware business for 32 
years before he moved to 
Phoenix seven years ago. 


James F. Roche 


James F. Roche, 61, di- 
rector of public relations for 
the Stanley Works, New 
Britain, Conn., died Mar. 24 
in New York Hospital after 
a long illness. Before joining 
Stanley in January, 1956, 
Mr. Roche was public rela- 
tions director for Moore- 
McCormack Lines for 18 
years and on the news staff 
of the New York Times. 


Earl William Maurer 


Earl William Maurer, 61, 
vice-president and secretary 
of Rohrbach Hardware & 
Supply Co., Scranton, Pa., 
wholesaler, died Mar. 17 at 
his home in Wilkes-Barre. 


Charles B. Stevers 


Charles B. Stevers, 80, for- 
mer operator of the Galli- 
polis Hardware Co., died re- 
cently in Holzer Hospital, 
Gallipolis, Ohio. 


Earl A. Stier 


Earl A. Stier, 69, retired 
hardware store operator, 
died Mar. 12 in Shawano, 
Wis. 


Carl W. Sorensen 


Carl W. Sorensen, 69, for- 
mer plumbing contractor 
with Miller-Lynch Hardware 
Co., Kendallville, Ind., died 
Feb. 25 in a St. Cloud, Fla. 
hospital. 


J. Charles Breene 


J. Charles Breene, retired 
hardwareman, died Feb. 22, 
in Logan, Ohio. He had been 
associated with the Chris 
Holl Hardware Co. 


Blaine F. Slipp 


Blaine F. Slipp, 68, hard- 
ware store operator in Birds- 
boro, Pa. for 5 years, died 
Feb. 16 in the Reading, Pa. 
Hospital. 


Carl Paulson 


Carl Paulson, 68, Gallo- 
way, Wis. hardware dealer, 
died Feb. 12 in St. Michael’s 
Hospital, Stevens Point, Wis. 


L. L. Heatley 


L. L. Heatley, 69, hard- 
ware man in Hobart, Okla. 
for 35 years died Feb. 18. He 
retired from Strange’s Hard- 
ware a year ago. 


Raymund Clark Gebhar} 


Raymund Clark Gebhart, 
82, retired owner and opera- 
tor of the Gebhart Hard- 
ware Store, died Feb. 11, at 
his home in Salina, Kan. 








HA Photo Angles A report in pictures of events in the trade 


This is the paint department of Greer Hardware Co., Salisbury, 
N. C., dealer which is Brand Names Foundation's 1959 Retailer of 
the Year. Paul L. Bernhardt, assistant manager of Greer, is shown 
adjusting displays. He was responsible for bringing the Brand 
Names award to Greer. (See story on page 202). 


More than 40 of the leading houseware-hardware manufacturers participated in the first open 
house sponsored by E. Garnich & Sons Hardware Co., Ashland, Wis. wholesaler, in its warehouse 
recently. Shown left to right are: G. A. Berndt, secretary-treasurer of E. Garnich & Sons; Mrs. 
Henry Wiebe, Hayward, Wis.; Robert Morris, True Temper Corp. representative; Henry Wiebe, 
Hayward, Wis.; A. B. Garnich, president of E. Garnich & Sons; Thomas Kilburn, Stanley-Judd 
representative. 


National representatives of Panef Mfg. Co., Milwaukee, gathered recently in Chicago for a sales meeting. More than 40 representatives 
attended the meeting at the Lake Shore Club to hear plans for Panef's 1960 merchandising and advertising program. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum 50 words 
Each additional word 


Positions Wanted 


pert Rate) set solid, maximum 
words 

Each additional word .05 
Allow Seven Words for Keyed Address 


or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5%, discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 


Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


NOTE: Samples of merchandise, literature, 
catalogs, etc., will not be torwarded to box 
number advertisers, unless accompanied by 


sufficient postage for remailing. 
No agency commission allowed. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 3 weeks 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, payable to HARD- 
WARE AGE—Classified Section, not currency 
or stomps. 








REPRESENTATIVES WANTED REPRESENTATIVES WANTED 





REPRESENTATIVE WANTED 


Exclusive line of Electric Lead Pots and 
Furnaces. Item is non-competitive and is 
used as standard equipment by many 
thousand plumbers. Many other indus- 
tries have use for this item. Write: 


MAURICE FETTERMAN CO. 
1170 Broadway, New York |, New York 











HARDWARE SALESMEN 


Expansion Program provides opportunity for 
additional experienced Salesmen to call on 
Retailers for full-line Hardware Wholesaler. 
Openings in Eastern Pennsylvania and New 
York State area. Drawing account against com- 
mission. Write to Sales Manager, Masback 
Hdwe. Co., 330 Hudson St., N.Y.C. 13, N.Y. 





REPRESENTATIVES WANTED 





WANTED 
Manufacturers Representative 


Covering Hardware, Industrial, Plumbing 
trade to work entire state from New York 
City. Complete recognized established line 
of attaching devices, expansion shields, 
anchors, toggle bolts, etc. All shipments 
are made direct to customer from our 
New York City warehouse. Regular com- 
mission basis. Line available immediately. 


Box C-43, e/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














WANTED MANUFACTURERS’ 
REPRESENTATIVES 


Through Southern 
established 
facturer. 


States. 56 year 
Paint and Varnish 
Highly respected label. 

Box C-25, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


old 
Manu- 

















WANTED 


N. Y. C. salesmen to take 
lished territories on salary, 
and expenses. 
confidence. 


JOSEPH A. MARKELL 


Proctor Paint, Yonkers, New York 


over estab- 
commission 
All replies in complete 














REPRESENTATIVES WANTED 


EXCELLENT LINE 


for sales representa- 
tives calling on 


the retail trade in hard- 
ware, department, variety and chain stores. 
Item has excellent repeat business! Good 
commissions. Write, giving territory and 
background. * 


MIDWEST PLASTICS INCORPORATED 
208 Bates Avenue St. Paul 6, Minn. 











MANUFACTURER’S REPRESENTATIVE 
WANTED. Leading manufacturer of aerosol 
products and ant traps is looking for top repre- 
sentation in Southern and Western territories. 
Top earnings and expansion potential. Send 
resume of qualifications, lines carried, and terri- 
tories to Box D-13, c/o Harpware Ace, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 





BUILDERS HARDWARE REPRESENTA- 
TIVE to cover West Va., and Western Penna. 
for nationally known builders hardware manu- 
facturer. Commission basis. Good opportunity 
for right man. State qualifications in first letter. 
Box C-29, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





MANUFACTURER REPRESENTATIVES 
calling on hardware, building supply and _ con- 
tract hardware wholesalers in Ohio, Minnesota, 
lowa, Missouri, to sell top quality competitive 
line of thresholds, door insulation and sliding 
door hardware. Send full particulars including 
line you are now handling. Box 20, c/o 
Harpware Ace, Chestnut & 56th Sts.. Philadel- 
phia 39, Pa. 
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Paint Brush Salesmen Wanted 


Several protected territories open for men 
with following now calling on Paint, Hard- 
ware Stores and Lumber Yards. Give all 
particulars first letter. all svasihcoadanen held. 
strictly confidential. Write 


MAJESTIC BRUSH MFG. CORP. 
210 West 29th Street, New York | 











MIDWESTERN MANUFACTURER OF 
AWN AND GARDEN and related items is 
interested in receiving applications from young 
salesmen to train under sales manager calling on 
national accounts and hardware jobbers. Heavy 
travelling schedule. Reply with full details to 
Box D-18, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





REPRESENTATIVES IN KENTUCKY, 
NORTH CAROLINA AND GEORGIA. We 
offer a progressive line of Paint Specialties for 
direct sale. Aluminum Paints, Aluminum Roof 
Paints, Varnishes and Gym Finishes, Caulk Cart- 
ridges and Compounds. These are volume items. 
Box D-15, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





WANTED—FEstablished and reliable Manufac- 
turer’s Representative, with related lines, to sell 
first line of Hickory and Ash Tool Handles in 
Arkansas, Illinois, lowa, Kansas, Michigan, Min- 
nesota, Missouri, Nebraska, Oklahoma, Texas, 
Virginia. Wisconsin, Box B-28, c/o HARDWARE 
Ace, Chestnut & 56th Sts., Philadelphia 39, Fa. 





WANTED 


Manufacturer's representatives calling on Hardware 

Jobbers and Contract Hardware accounts—to represent 

us for the sale of hydraulic and pneumatic door 

closers in the following territories: 

Arizona—Northern California—Colorado—lIndiana (ex- 
Evansville) —lowa—-K ansas— Missouri—Nebraska 

No. Dakota—New Mexico—-So. Carolina 

Wyoming 


HARDWARE PRODUCTS, INC. 
806-812 WN. 6th Street, Reading, Pa. 








FAST SELLING 


line for the RETAIL 
dept. stores. Repeats 
outstrips competition. 
N.H., Upper N.Y. 
aggressive men at 
and counties covered 


Box D-!4, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, 


hdwe., 
natural. 


specialty 
hswrs., 

Far 
Mass., Vt., 
reliable 
references 


Submit 











SIDE LINE OFFERED 


Sell award winning fishing tackle racks. 
A complete assortment for two feet of 
space. Perfect self-service merchandis- 
ing program for all types of stores. 
Fast turnover. Good commissions. 


Box D-!2, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











BUDGET PRICED PAINT LINE 


territories. We pay you 
top commissions and guarantee you ex- 
clusive, protected territory. Sell a full line 
of fine quality paints priced to move in 
volume. Sideline acceptable. 


available in many 


Box D-16, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39. Pa. 











SIDELINE SALESMAN WANTED BY 
GEORGIA MANUFACTURER to sell to re- 
tail merchants. Nice line of leather goods for 
horses, dogs and cattle. Also a few imported 
hardware items. Box D-23, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MINNESOTA MANUFACTURER SEEKS 
REPRESENTATION in_ most territories on 
builders’ hardware items. Box C-20, c/o Harp- 
warE Ace, Chestnut & 56th Sts., Philadelphia 
39, Pa. 





EXPERIENCED SALESMEN CALLING ON 
DEALERS wanted by Importers of screws, bolts 
and other fasteners on commission basis. Exclu- 
sive arrangement to qualified agent. Quality mer- 
chandise, competitive prices and repeat business 
assured. State experience, references, lines now 
handled and actual territory covered in first letter. 
Box D-24, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 





ACCOUNTS WANTED HELP WANTED 





REPRESENTATIVES 


Covering all phases of jobbers. Can render 
reliable aggressive service. We are national 
distributors with established actively oper- 
iting branch offices in New York, Phila- 
delphia, Detroit, Cleveland and Louisville 

‘e carry the account or you can bill di- 
rect Inquiries invited. Write ANCQO Cor- 
poration, 7 Wood Street, Pittsburgh 22, Pa. 








Complete, Consistent and Conscientious Cover- 
age of Metropolitan New York and New Jersey 


NOW A 4th "SELLING'' MAN ADDED 


to BOBROW-LEWELL Associates, 814 Broadway, 
New York 3, New York. ORegon 4-4540 


WE GET RESULTS 











FLORIDA 


Established Manufacturers Agency 
wishes small items to sell to the Harid- 
ware and Building Supply trades. Tool 
and fastener items preferred. Limited 
warehouse facilities available. 
Box D-2!, ¢c/0 HARDWARE AGE 
Chestnut & 56th Streets, Philadelphia 39. Pa. 











AGGRESSIVE AGENCY 
WESTERN PENNSYLVANIA, West Virginia 
and Ohio, desires two additional volume lines. 
Excellent references. Box C -41, c/o HarpDWarRe 
Ace, Chestnut & 56th Sts., Philadelphia 39, Pa. 


COVERING 





ACCOUNTS WANTED: Salesmen calling on 
Hardware, Electrical, Housewares, Paint and Ra- 
dio departments of large chain department stores 
secking additional lines or items, imported or do- 
mestic. New York, ew Jersey or Pennsylvania 
area. Box C-28, c/o HARDWARE Ace, Chestnut & 
S6th Sts., Philadelphia 39, Pa. 





ESTABLISHED MANUFACTURERS’ REP.- 
RESENTATIVE open for additional Hardware, 
Housewares or Garden line for Metropolitan New 

ork and New Jersey 


Concentrated persistent 
coverage of Hardware, 


Housewares and Garden 
Wholesalers, Rack Jobbers, Chains and Catal g 
houses. Excellent reputation in trade. Box C-12, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 








WANT SALES RESULTS? We get them 
because we concentrate in Michigan, Ohio, Indi- 
ana. Will handle two additional lines—only 
highest grade considered. Write Box A-10, c/o 
HARDWARE Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





ILLINOIS. Intensive coverage by experienced 
agent with Chicago office. Only one other line 
selling to hardware and lumber wholesalers, con- 
tract hardware distributors ae volume building 
supply dealers. Box D-? c/o Harpware AGg, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 





MANUFACTURER’S REPRESENTATIVES, 
with top sales background and training calling 
on wholesale retail accounts in Washington and 
Oregon, desire new lines related to tools, sport- 
ing goods and general hardware. Box D-10, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


HELP WANTED 


WHOLESALE AND RETAIL BUILDERS’ 
HARDWARE FIRM well a: ee a located in 
downtown Manhattan, New York. Needs several 
experienced inside men for sales, phone orders, 
shipping, etc. Highest salaries plus advancement. 
Reply stating age, qualifications, experience and 
salary desired. Box B- 47, c/o Harpware AGe, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 


EST. AS ISHED RETAIL HARDW ARE DE- 
PARTMENT has opening for energetic and ex- 
perienced manager. Must be qualified to handle 
all phases; sales, advertising, promotion and buy- 
ing. Excellent opportunity for right man. Send 
written resume only. Perry Lumber Company, 
Box 218, Lexington, Kentucky. 


BUSINESS OPPORTUNITIES 


SPECIALTY JOBBERS 


Looking for an additional lucrative line? 
Tie in with Sharon's expanding market on 
our Refillable Assortments. $2,000.00 in- 
vestment sets you up with a complete in- 
ventory and exclusive franchise with our 
full support and cooperation. 


SHARON BOLT & SCREW CO., INC. 


Endicott St., Norwood, Mass. 














SCREW CLAMPS, ecar- 
penter benches and bastard files available for 
wholesale distribution at very attractive prices 
through direct import. Also available top quality 
plastic clothes pins delivered from New York 
stock. Write full information to Box D-11, c/o 
Harpware Ace, Chestnut & 56th Sts., Philadel- 
phia 39, Pa. 


HIGH QUALITY 





A RARE BARGAIN! Only $15.00 for our 
special trial assortment containing one-half-dozen 
of each of our fifty most popular brass key 
blanks. Every blank guaranteed! Order today! 
HAZELTON CHAIN CO., Manufacturers of 
key blanks & sash chain), 81 Kemble St., Rox- 
bury 18, Mass. 





FOR SALE—Retail Hardware Business—New 
Modern Store Built in 1956—Centrally located— 
Latest in Fixtures—$35,000.00 inventory—Lo- 
cated in Southern part of Delaware—Real oppor- 
tunity for right person—Reason for selling: Other 
business. Box C-38, c/o Harpware Ace, Chest- 
nut & 56th Sts., Philadelphia 39, Pa. 





HARDWARE BUSINESS FOR SALE, zood 
business location in the Bronx, established 1906, 
low overhead, long lease with reasonable rent. 
Selling price $25,000. Reason for selling—wish 
to retire. For further details, Box D-19, c/o 
Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





GAS ENGINES WANTED: Briggs-Stratton, 
Clinton, etc. ALSO all types of lightweight gas 
or electric driven equipment such as sump pum 
chain saws, mowers, gardening items, etc. NEW: 
Closeouts: Will pay spot cash. Small or large 
quantities. Great Northern Finance Co., Inc., 
172 Merrimac Street, Boston, Mass. (Alvin 
Fredberg). 





AVE NATIONAL DISTRIBUTION 
AV AIL ABLE! If you can use capital and suc- 
cessful marketing manpower, we are interested 
in your product. Write giving full particulars. 
Box B-22, c/o Harpware Ace, Chestnut & 56th 
Sts., Philadelphia 39, Pa. 


POSITIONS WANTED 


HARDWARE JOBBER SALESMAN well 
qualified in Wholesale Jobber Sales seeks associa- 
tion as Manufacturer Representative calling on 
Retail Hardware, Lumber Co., Dept. Stores, 
Variety Stores, etc., in central and Southern Tili- 
nois. Age 35. 15 years’ successful selling. For- 
mer employer discontinued business. Box B-36, 
c/o Harpware Ace, Chestnut & 56th Sts., Phila- 
delphia 39, Pa. 





EXPERIENCED RESEARCH and/or advis- 
ory services of Industrial Engineer—ex-professor 
with 25 years practical experience—at your dis- 
posal. What is your problem; production—opera- 
tion—product design—distribution or ?? I'll get 
the facts promptly, confidentially and reasonable. 
Write TODAY No obligation. Steinbraker, 
P.O. Box 65 453, Los Angeles 64, Calif. 





HARDWARE MAN WITH 28 years cf 
wholesale and retail experience. Ability to act 
in administrative capacity in either wholesale or 
retail hardware. Box D-17, c/o Harpware AGE, 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








WHEN 
YOU ARE 
LOOKING 

FOR A 
CERTAIN 
PRODUCT 


and only the trade-name is 
known—look in the Gen- 
eral Directory Section of 
the “WHO MAKES IT?” 
Number of HARDWARE 
AGE for that particular 
trade-name. You will find 
it listed alphabetically un- 
der the product heading of 
the item in question. 


There alongside the trade 
name you will find the 
name of the manufacturer 
who makes it. The address 
of the maker will also ap- 
pear with the firm name 
arranged alphabetically in 
the same list. 


Keep this Merchandise Di- 
rectory Number where you 
can reach it quickly when- 
ever you need help in buy- 
ing hardware products. 


Hardware Age 


56th & Chestnut Sts., Phila. 39, Pa. 
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Make PLUS SALES 
to BARBECUE TRADE 


WITH GREASE ABSORBENT 


GRAVELetts . 


for Grill Fire Bed 
® Absorb Grease Drippings 
® Allow Fire to Breathe 
® Protect Fire Box; Keep it Clean 


® Provide Level Fire Bed, 
Hotter Fire Without Flame-up 





AVAILABLE 
THROUGH YOUR 
DISTRIBUTOR 


Nationally 
Advertised 








LOWE’S, INC., Dept. 453, Cassopolis, Mich. @ 


REET TTT 
Want more facts? Circle 279, p. 145 





BETTER HOUSEHOLD 
HAROWARE SINCE 1872 


—E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. 
Want more facts? Circle 280, p. 145 








a hi-compression 


Staple gun 


NOW! 
for only 4.95 


With Exclusive Push-button Loading 
and Built-In Staple Extractor. p> 


Here's the fastest selling staple gun on the 

market today. Designed especially for home 

use. Staple sizes 44, %,". Nationally advertised. 
Immediate shipments—no wait, no delays. Order today. 


Swingline INC., tong isiand City 1, New York 


Want more facts? Circle 281, p. 145 


ONE SOURCE™ for ALL FLOOR COVERING HARDWARE! 
NO BIG INVENTORY NEEDED! 











FAST MOVING... 


FULL 40% 
MARK-UP... 





Competitively priced and packaged for impulse sales! 
e Caster cups (for both carpets and floors) e Swivel 
glides e Button glides e For any leg diameter or shape, 


any load (to heaviest!) e Free Bar Rack with pre-selected 
stock order. 


WA ili “UNITED STATES CASTER CUP CORP. 


FREE SAMPLE and Subsidiary, Childlore C 
ry, Childlore Corp. 
FULL FACTS fo 215 W. 15th St. Kansas City, Mo. 


Want more facts? Circle 282, p. 145 
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taken to index correctly. 
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THE ADVERTISERS INDEX is published as a convenience and 
not as a part of the advertising contract. Every care is 
No allowance will be made for 
errors or failure to insert. 
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Dutch Brand Div. 
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FUTURA 


new ...and modern ... and beautiful! 


Complements today’s architecture and modern 
decor of offices, stores, restaurants, apartments, 
hospitals, churches, manufacturing plants, etc. 
Crafted of lightweight aluminum with a long- 
lasting coat of permanently fused baked enamel. 
Will never rust; can be damp-cloth cleaned. Each 
sign gracefully embossed with two mounting 
holes. Smart, custom-made appearance; 30 best- 
selling titles, each 50¢. Outsell lower priced signs. 


HY-KO PRODUCTS CO., CLEVELAND 3, OHIO 
Want more facts? Circle 283, 


the sign that's 


Order from 
Your Jobber 


- 


p. 145 
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Slaymaker offers * 


FREE RACK 
to display locks in 


Sennen 
See-Packed Locks Outsell Others as Much as 5 to 1 


Whether you use the free wire rack or display the 
locks on pegboard, counter or bin, you'll enjoy the 
extra profit you make with Slaymaker padlocks in 
the dramatic See-Pack. Ask your jobber, or write ... 
SLAYMAKER LOCK CO, e LANCASTER, PA. | 
World's Largest Producer of Brass Padlocks 
rr se rs ee de 
Want more facts? Circle 284, p. 145 


> sun wen ten tan me oe a ee 











SPRING ASSORTMENT =} @) 


ALL FOR ONLY 


AJAX No. 750 — Consisting of: 

* METAL 5-DRAWER CABINET 
* 1,000 SPRINGS (#1 to #100) 
* METAL DISPLAY with SPRINGS 


Brings You at Retail 
$280 Gross Return! 
Order Now! 


(F.O.8. N.¥.C.} 


AJAX 


WIRE SPECIALTY C 
324 CANAL ST 


AIC A _ _ 
YEW YORK ; ¥ 


Want more facts? Circle 285, p. 145 


IF YOU SELL PAINT 
vou neeD STAT 


STAT shalehos sate brush cleaning. 


STAT is economical, saves hours of work. 


STAT is perfect for cleaning paint 
se hands, face and even , 
air. ae 


Winfield Brooks Company, Woburn, Massachusetts 

















Want more facts? Circle 286, p. 145 
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il THE WOOD SHOVEL & TOOL CO., maTTR “OHIO 





Want more facts? Circle 287, p. 145 








PERMA-PLUG by VOCALINE 


AMERICA’S FASTEST-SELLING IMPULSE ITEM! i electric outlet 


needed in every home—safe—UL approved 


Ask your distributor or write 
Vocaxrine COMPANY OF AMERICA + 141 Coulter Street » Old Saybrook, Connecticut 
Want more facts? Circle 288, p. 145 








ONCE SOLD.... 


— helps build your reputation 


for quality. 





2 sizes and 
styles 


| > Threads will not chew out 
U | £ A true tension buckle; the more 
| pull, the more grip on threads 
BETTER HOUSEHOLD | See Your Jobber or Write for Literature 
7 | a aa 


AROWARE SINCE 1872 





E. H. TATE CO. © 251 CAUSEWAY ST. © BOSTON, MASS. | : CHAS. 0. LARSON CO. Sterling, 
Want more facts? Circle 289, p. 145 Want more facts? Circle 290, p. 145 





NE 
SELLING 
IDEAS 


Start a profitable Rental Business. 12 p. reprint 
tells what to rent, how to set charges, customer 
agreements, bookkeeping forms, and other in- 
formation. Send 25¢ to Reader Service Dept. 
for your copy. 


$$SSSSSSH 


The Profil Line, for Gol 


RIDING LAWN MOWERS - WALKING LAWN MOWERS « ROTARY TILLERS 


Quick Mfg., Inc., Springfield, Ohio 
* THE HOUSE OF POWER 


SF$FFFESSS$F$$$S$SSFSSFSSS Seems ten sar renee PN eq = 


Chestnut & 56th Sts., Philadelphia 39, Pa. 
Want more facts? Circle 291, p. 1445 * Seoipnre a 




















Rubber Expander 


RUBBER CUSHION GLIDES S/F | 12 Gores in | Tabular Ge 


Wonderful for all weed 
furniture. 
» silently, 
Rubber . Set of 4 = 


: a 3-color ecard. 6 Size 
Crutch Tip Bakelite Furniture Rest ” %", 17, I vie" Ve", IY". 


| aie PROMPT SHIPMENT eure 
SEES -Seeser 
. — ee Ask your jobber, if he is not supplied, write , 
ROBERT E. MILLER & co.., INC., Adjustable Rubber | Adjustable Tubular 
Monopoint Glide Bakelite Caster Cup 35 Pearl Si., New York 4. N. Y. Cushion Glide Spring Type 


























Want more facts? Circle 292, p. 145 
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MAKES HUNDREDS OF JOBS EASIER and faster. Your customers will use Dragon- 
Skin on holder or as plain sheets—in the hand or wrapped around scrap wood 
to make special tools. Cuts easily with scissors. 
DRAGON-SKIN PRINCIPLE: CUTTERS 
NOT GRITS. Steel sheet is punched 
to form thousands of cutters that 
carve away work—smoothly, evenly, 
quickly. There’s no gouging. Balanced cutting action means less scratching than 
similar-grade abrasive paper. No clogging—one slap clears away chips and dust. 


> 
~~ ie 


EYE-CATCHING DISPLAY BOX is colorful, 
compact, offers Dragon-Skin complete 
with holder and in individually-packaged 
sheets. Get fast extra sales by putting the 
individually-wrapped units in your win- 
dow or bins. Perfect for peg-board or 
counter, too. 


ARip-Snorting Sales Sencation! 


New Steel Sandpaper Sells on Sight 


.-- Outsells All Predictions 


“lI move a display box in 4 or 5 days . . . have to order 6 or 7 cartons 
a week,” says one West Coast dealer. “Re-ordered 4 times in about 2 months,” 
says another. And a Midwestern retailer reports: “Dragon-Skin is one of the 


best turnover items I’ve ever stocked ... it all but leaps off my counter!” wew gs saNDING BLOCK with hard flat 


surface one side, curved resilient surface 
on other side. Single lever simultaneously 
clamps both ends of 3” x 9” Dragon-Skin 
sheet. Ideal with paper, cloth or metal- 
backed abrasives too! 


Why? Because Dragon-Skin is an “all appeal” item. It’s an easier, faster 
way to sand, rasp, shape and smooth hard and soft woods, plastics, soft 
metals. It zips off old paint. It won’t clog like sandpaper. And, it’s priced 
for fast “pick-up” buying ... 75¢ complete with holder, 25¢ for single sheets. 


dite £5. ks a IS i a SER ee 





Pictures on this page show why handy, 
versatile Dragon-Skin can set your 
cash register ringing, too. Check your 
stock—and call your Red Devil jobber, 
today! 


5 WAYS TO CASH IN ON 
DRAGON-SKIN 


Your 
Selling 
Price 


$6.00 


Your 
Cost 
A21 Counter Merchandiser—'2 doz. Red Devil $3.60 
9-S Holders each with 44%4x5 sheet of Dragon- 

Skin plus 42 doz. individually boxed sheets 

Dragon-Skin—No. DS-1. Weight: 3 Ibs., 8 oz. 

No. 9S — Display box of 1 dozen Red Devil 75 

9-S holders each with 1 sheet Dragon-Skin. 

Weight: 5 lbs., 13 oz. 


DS! — Display box of 1 dozen individually 25 
boxed sheets of Dragon-Skin—No. DS-1. 
Weight: 1 Ib., 6 oz. 


DS7 — full size 9" x 11” individually packaged 89 

sheets 1 dozen in display box. 

DS4 — 13-sheet size for oscillating sanders in- 50 d ‘ 40% 
dividually packaged, 1 dozen in display box. 


DS10 — 3” x 9” individually packaged sheets 30 18 12 


40% 
to fit Red Devil No. 8 and competitors’ sand- 


Full-column ads in color throughout 1960 pro- 
mote Red Devil Tools to the 5 million pur- 
chasers of AMERICAN HOME 
and POPULAR MECHANICS— , 
plus many more millions of pass-F/ 
along readers. 

Send for free illustrated 

price sheets on whole line. 


ing blocks. 

8S — Sanding block (see illustration above) 
complete with one sheet DS10 Dragon-Skin. 
1 dozen in box. 


? 
*% 
& 
gs 


$1.89 


$1.59* 


$1.13 $ 76 40% 


$ .95* $ 64* 40% 


* Introductory Special—limited time only. 





Red Dewil Taos. cmon. ns.vsa 


World’s largest manufacturer of painters’ and glaziers’ tools—Since 1872. 








